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ELEVENTH WEEK. 


CASH between now and December 31, 1903, may 

receive PRINTERS’ INK for the term.of one year, or 
extend his present subscription for the same length of time. 
This special offer is good only during the time specified and 
No Longer. It is made for the special purpose to enlist as 
new subscribers young men and women who are contemplat- 
ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all. A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 
instruction than any so-called course by mail for which a 
much higher tuition fee is charged. 

The reading and careful study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now occupy well-paid and responsible positions in 
the advertising and publishing business. 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 


Ak ONE sending the amount of THREE DOLLARS 


who are daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an abler busi- 
ness man for doing so. It’s a journal of highest excelJence 
and it should be read and studied in every modern business 
office in the United States. Sample copies ten cents. 
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THE BOWERY SAVINGS 
BANK. 





New York State has the safest 
savings banks in the world. Some 
explain their functions by referring 
to them as charitable institutions. 
Others soften this statement with 
the word “eleemosynary,” which 
is pure Greek for “alms.” It is 
a sounding word, “eleemosynary.” 
The true spirit and purpose of the 
State’s savings banks is best ex- 
pressed in the word “altruistic,” 
which is defined as “being regard- 
ful of the interests and good of 
others.” Under the State laws 
savings banks are money-making 
enterprises, and commonly direct- 
ed by men of high business abil- 
ity. But the money is made for 
the depositors. There are no 
stockholders, and officers receive 
nominal salaries. Profits are paid 
out in the shape of dividends to 
depositors, and these are equiva- 
lent to interest at from three to 
four per cent. 7 

Every possible safeguard is 
thrown around New York savings 
banks. Neither trustees nor off- 
cers can borrow from them, and 
all their investments are ruled by 
statute. They are not permitted 
to invest in securities other than 
United States bonds, the bonds of 
certain States and cities, first 
mortgages on real estate in New 
York State, bonds of certain spe- 
cified railroads. Only a certain 
percentage of the funds can be 
invested in any one direction. 
These restrictions are imposed by 
few other States, and in no other 
are savings banks carried on so 
wholly for the benefit of deposit- 
ors by public-spirited men who 
act as officers and trustees. 

The Bowery Savings Bank, of 
New York City, is the largest sav- 
ings institution in the world. Sev- 
enty years old, it has more than 
140,000 depositors, with present 
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deposits of about $83,000,000 and 
assets of nearly $93,000,000. The 
president of this institution is 
William H. S. Wood, proprietor 
of the Medical Record and a pub- 
lisher of medical books for forty 
years. Upon his election as presi- 
dent last January he began an ad- 
vertising campaign for the Bow- 
ery Savings Bank, with a view to 
extending the institution’s mail 
banking department. The primary 
purpose of this advertising is to 
get deposits, but the advertising 
also has an altruistic purpose. 
Banking by mail has been taken 
up by banks in many parts of the 
country. In some quarters there 
is a disposition to bid on rates of 
interest, while all the banks are 
corporate, operating without the 
safeguards that are thrown around 
New York savings institutions. 
President Wood does not assert 
that any of these advertising 
banks are weak. The “Old Bow- 
ery’s” publicity is not intended to 
restrict other banks in any way, 
but simply to extend the sphere 
of influence of one of the strong- 
est institutions in the world. Bank- 
ing by mail is by no means a new 
idea at the Bowery, as its deposit- 
ors are scattered in many States 
and foreign countries. Advertis- 
ing is being used to reach special 
classes in certain localities. Week- 
ly papers have been.employed to 
cover certain territory, booklets 
and cards are utilized for reaching 
people in certain professions and 
trades. Only a small amount of 
general advertising is done in mag- 
azines. Thus far the campaign 
has paid well, and the policy will 
be continued. Magazine and news- 
paper advertising is placed by the 
Frank Presbrey Co. and N. W. 
Keane. During the summer 
months New York is headquarters 
for thousands of theatrical people 
seeking engagements or rehears- 
ing. The improvidence of actors 
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and actresses is proverbial. This 
season the Bowery distributed 
cards to the following purport: 

If you have only one dollar to spare, 
send it to the Bowery Savings Bank 
and open an account, to which you can 
add or withdraw any time, wherever 
_— may be. To accommodate the mem- 


ers of the profession who are traveling 
about the country, we are willing to keep 


Mr. WILLIAM 
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Sure not to start out on the road until 
you have begun an account in this sav- 
lags bank. one so poor, and none so 
well off, that money in the Bowery Say. 
ings Bank is not a comfort and a stay, 
It is the largest savings bank in the 
world. 


These cards were also distribut- 
ed by mail, reaching practically 
every actor and actress in Ameri- 


¥ 








H. S. Woop, 


President Bowery Savings Bank. 


their pass-books in the bank and credit 
each remittance to its proper account as 
received. Any sum from $1 to $1,000 
will be accepted. All accounts in this 
bank are strictly confidential between 
the bank and the depositor. Deposits in 
savings banks in New York are free 
sew all taxes. Interest is added in 
anuary and July, and compounded. Be 


ca. Results have been very satis- 
factory. Pay envelopes are also 
distributed through the city. Large 
factories and shops are provided 
with as many as are needed, and 
each week a different color and 
argument are used. One of the 

(Continued on page 6.) 
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Litile Lessons in Publicity—Lesson 8. 


Announcement. 


I don’t know everything. 
re I don’t even know many 
{a> things. I don’t know all 
; about anything, BUT Ido 
gee eal know something about 
Ey ~w=-— one thing—ADVERTIS- 
fm == ING. If the little I do 

“know would be of value 
THE AITSSE SOE QEATE®® to you, my experience and 
ideas are at your service, absolutely free of cost. 

THE WASHINGTON STAR 
THE BALTIMORE NEWS 
THE INDIANAPOLIS NEWS 
THE NEWARK (N. J.) NEWS 
THE MONTREAL STAR 
THE MINNEAPOLIS JOURNAL 


retain my services, at a stated salary, and in- 
struct me to assist advertisers in every way 
possible, whether they use their columnsor not. 

For the sale of any given article, high-priced, 
low-priced or medium-priced, the above 
selected six evening dailies should be included 
in your appropriation every time. Each is the 
recognized leader in itsrespective city. Follow 
the leaders and you will win. If I can serve 
you, write me. 

M. LEE STARKE, 


Tribune Building, Tribune Building, 
"NEW YORK Mgr. General Advertising. CHICAGO. = . 
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best banking by mail booklets that 
has come under the Little School- 
master’s eye was written by Pres- 
ident Wood. It has been ‘copy- 
righted, but part of its contents are 
reprinted by permission: 


BANKING BY MAIL. 

To accept deposits and pay drafts by 
mail is quite a new departure for a sav- 
ings institution, but the “Old Bowery” 
believes in accommodating its depositors 
all it can, and in affording them all the 
modern time-saving facilities for the 
transaction of business. 

Another important point not to be 
overlooked is that in most of the States 
the only banks which take savings de- 
posits are stock corporations, liable to 
all the disasters incident to such insti- 
tutions. 

It sounds strange, and yet, when you 
come to understand it, nothing could be 
more simple, nothing more easy, nothing 
more safe than banking by mail. The 
United States mail is within reach of 
every one; by its use those who are far 
removed from the great city of New 
York can avail themselves of the ad- 
vantages for the safe keeping of money 
offered by the Bowery Savings Bank, 
128 and 130 Bowery, New York City. 

THE BOWERY SAVINGS BANK 

was founded in 1834. Its depositors 
number over one hundred and forty 
thousand; and of this great army, thou- 
sands scattered all over the world have, 
for many years past, been using the mail 
in their transactions with this bank. 
Not one dollar has been lost. 

Mechanics, laborers, school teachers, 
professional men, farmers, soldiers, sail- 
ors, actors, storekeepers, miners, women 
in every pursuit, every one, in fact, 
wherever located, should have a savings 
bank account, and make frequent de- 
posits of such sums of money as they 
may be able to lay by. 

Banking by mail with the Bowery 
Savings Bank is a great advantage to 
people whose local banks pay little or no 
interest, as it assures them a greater 
profit on their savings. In any case, it 
is always better to deposit money in a 
strong bank where security is absolute 
and the profit sure. 

HOW TO Do IT. 

Don’t take any risk of hoarding your 
money at home or in any doubtful place, 
and do not carry it about with you. It 
is sure to be lost somehow. 

Go to the post office and get a post 
office order payable to the Bowery Sav- 
ings Bank, New York. It will cost you 
less than if you lived right here in New 
York and paid street car fare to the 
bank. 

Write us a letter telling us you wish 
to open an account, enclose it with the 
post office order in an envelope, don’t 
forget to put on a two-cent stamp, and 
drop it in the mail. 1 

On its receipt by us, your name will 
be entered on the ledgers of the bank. 
A pass-book, with the amount properly 
credited therein, will promptly be sent 
you. You will then be fairly started in 
the right way to accumulate money for 
future use. We take deposits from $1 
up to $1,000 at a time. 


PRINTERS’ INK. 





SUBSEQUENT DEPOSITS 
are made in a similar manner. Always 
remember to send — pass-book in the 
same envelope with your proposed de- 
posit. : 

When you wish to draw money, {ill 
out and sign one of the blank orders we 
send you and mail it to us with the 
pass-book. We will then send you by 
return mail the amount of money you 
wish to draw from your account, either 
by check to your order, or in bills. as 
you may direct. In the latter case we 
ona register the letter. 

All deposits in this bank are consid- 
ered confidential, as between ourselves 
and our depositors. No information, 
not even of the existence of such an ac- 
count, is given to any one else. 

Don’t you see how privately and how 
safely you can thus accumulate money? 
NOTE. 

Under ergy | circumstances the 
Bowery Savings Bank requires no pre- 
vious notice of your wish to draw money 

on your account. It pays at Sight. 

In every way we try to make it easy 
to deposit money or to withdraw it. We 
try to consult the interests of our de- 
positors all the time. 

RATE OF INTEREST. 

The laws of the State of New York 
respecting the management of savings 
banks are such as to forbid the trustees 
promising any definite rate of interest 
in advance; they can only pay their de- 
legge what they earn. It can only 
e said that heretofore from 4 per cent 
to 3% per cent per year has been paid, 
and there is good reason to believe the 
same rates will continue for some time 
to come. 

_ _ INTEREST COMPOUNDED. 
_ If interest is not drawn by a depositor 
it will be added to his account January 
1 and July 1, and thereafter draw inter- 
est the same as the principal. 

NOTICE HOW IT GROWS. 
Compounded 10 20 
with Interest in Years Years Years 
$10 will be.. $12.18 $14.85 $22.08 

20 will be.. 24.37 29.71 44.16 

50 will be.. 60.94 74.28 110.40 

100 will be.. 121.89 148.59 220.80 
1,000 will be..1,218.99 1,485.95 2,208.00 
_ The above illustrates the growth of a 
single deposit. 

Now 
notice the rapidity with which it in- 
creases when you make regular weekly 
additions; a real savings account. 
W’kly Sav- 


ings Comp. 
with Int. 5 Yrs. ro Yrs. 20 Yrs. 
$1.00 $275 $602 $1,455 
2.00 550 1,205 2,911 
5-00 1,376 3,014 71279 


INSTRUCTIONS FOR OPENING 
ACCOUNTS BY MAIL. 
SIGNATURE CARD. 

1. Sign your name on the top line of 
the signature card, and fill out answers 
to all the test questions. Return this to 
the bank with the amount of your first 
deposit. 

SIGNATURE SLIP. 

2. Send one of your siznatures also, 
on the signature slip enclosed. This is 
for use in our signature book. 

REMITTANCES. 
3. Remittances may be made in cut- 











ae"? 


PRINTERS’ INK. 


express or registered 
mail), by postal money order or express 
money order, or by check or draft if 
drawn on a New York City bank. All 
money orders, checks or drafts should 
be made payable on their face to the 
order of “The Bowery Savings Bank.” 
JOINT ACCOUNTS, 

4. An account may also be opened in 
the name of husband and wife jointly, 
“either to draw.’’ In such case please 
send for an additional signature card 
and slip, as signatures of both parties 
are required. 

TRUST ACCOUNTS. 

5. Accounts may be opened in trust 
for any member of the depositor’s fam- 
ily. In such case the money is under the 
control of the trustee during his or her 
lifetime, and in the event of death is 
payable direct to the beneficiary, or it 
may be paid to the legal representative 
of the trustee. Depositors who desire 
to open accounts in this manner should 
give full particulars in regard to the 
beneficiary in the space reserved for that 
purpose on the back of the signature 
card, 

How carefully the Bowery Sav- 
ings Bank looks after the welfare 
of depositors is shown in the sys- 
tem that applies to large with- 
drawals. Any sum of more than 
$1,000 drawn by a depositor is re- 
ferred to the president or con- 
troller for approval, and in each 
instance the depositor is asked to 
state what the money is to be used 
for. Frequently it is learned that 
depositors are taking out savings 
to speculate on margins in Wall 
street, knowing practically noth- 
ing of financial matters. How a 
depositor spends money is no legal 
concern of the bank, and in a gen- 
eral way none of its business, and 
money is paid without hesitation 
if explanation is refused. But by 
this bit of precaution the Bowery’s 
depositors are saved tens of 
thousands of dollars yearly. 
Hardly a day goes by but some 
misguided man or woman is in- 
vited into President Wood's office 
to listen to a kindly, fatherly talk 
about stock speculations and Wall 
street-—which is no place for a 
poor man. Of all the hundreds 
who have been asked to state the 
purpose for which they were with- 
drawing money only a single one 
has refused the information; every 
one has left the president’s office 
most gratefully thanking him for 
his kindly interest. 

——— +e 
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Very often failures come in ad- 
vertising as a result of too much 
ambition. 
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The fact that 
Th 


Chicago Record-Herald 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619 columns, cov- 
ering thesame period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 
a tees over 
other Chicago newspapers, 
and that the old ptm mand 
have found it profitable to 
increase their space in its 
columns. 











The 
Mail and Express 
New York. 


A Clean, Live, 
Progressive, 
Aggressive 


Daily Newspaper. 

















IN PINE STREET. 


On the door of an office on the 
top story of the office building at 
80 Pine street, New York City, ap- 
pears the following information in 
gold lettering: 


WILLIAM H. STEWART, 
GENERAL ADVERTISING AGENT. 

















This office is about ten by fifteen 
feet in size, judging from the out- 
side. man who set out to call 
on Mr. Stewart there would prob- 
ably have a tedious task before 
him. The door is locked, and it is 
not apparent that anybody ever 
opens it. 

“When does Mr. Stewart come 
down to business?” was asked of 
the elevator man. 

“I haf peen in dis puilding t’ree 
months alretty,” was the reply, 
“but I haf not seen Mr. Stewart 
yet.” 

Further inquiry elicited the in- 
formation that the room is used by 
the janitor of the building. 

Mr. Stewart is not mentioned on 
the lists of recognized advertising 
agents of the American Advertis- 
ing Agents’ Association, the Amer- 
ican Newspaper Publishers’ Asso- 
ciation, or any similar organiza- 
tion, nor is it apparent that he has 
ever sought to be enrolled upon 
their Great Rosters. Secretary 
Barber, of the A. A. A. A., had 
never heard of him, and he was 
quite unknown to uther men who 
make a business of knowing adver- 
tising agents, good and bad. Dili- 
gent inquiry, however, revealed the 
fact that Mr. Stewart has been an 
advertising agent in New York 
City for many years, and that he 
places business enough to support 
some of the largest agencies in the 
country. Mr. Stewart handles the 
advertising of Dr. Pierce, who has 
been known to pay to the newspa- 
pers of the United States as much 
as $750,000 in a single year for ad- 
vertising space. Dr. Pierce main- 
tains a staff of men who prepare 
his advertising, as well as a force 
that looks into circulation and 
other matters. This work costs 
him as much or more than it would 
cost a general advertising agent, 
presumably, and the doctor’s equip- 
ment is practically an advertising 





PRINTERS’ INK. 


agency. If the newspapers of the 
country were to recognize it as 
such, however, it would establish 
a precedent harmful to all adver- 
tising agents, as many advertisers 
who now place through duly ac- 
credited agents would claim the 
privilege of sending their own bus- 
iness direct to the papers and with- 
holding the agent’s commission. 
Fifteen per cent com.nission on 
$750,000 amounts to $112,500. This 
is a great deal of money—too 
much to pay out to an accredited 
agent who has no hand in prepara- 
tion of copy or placing. So Mr. 
Stewart, who has, it is said, been in 
Dr. Pierce’s employ in various ca- 
pacities for many years, is his ad- 
vertising agent, and the newspapers 
recognize him. Whether advertis- 
ing agents’ or publishers’ associa- 
tions recognize him or not prob- 
ably does not worry either Mr. 
Stewart or Dr. Pierce. It is said 
that the former has dt times placed 
advertising for other firms, but to 
learn the names of any advertisers 
who had employed him was not 
found an easy task. It is also said 
that in all the United States there 
are about one dozen newspapers 
that refuse to recognize Mr. Stew- 
art, or to pay him the commission. 
This informant was asked to name 
these papers. He started out well 
with the Chicago News and Bos- 
ton Globe, but failed to think of 
any others. 

The office at 80 Pine street is 
therefore the only business place 
of an agent who handles as much 
advertising as any agency in New 
York, with the exception of per- 
haps ‘half a dozen. Yet it is only 
ten Ly fifteen feet in size, and 
while the home of one of the larg- 
est advertising agencies in town, 1s 
also a very convenient place for 
the janitor to keep his mops. 

——- +o 

“ALL roads lead to Rome.” It 
is by no means necessary for men 
in the same line of trade to adopt 
identical measures in order to suc- 
ceed. On the contrary, he is most 
likely to succeed who avoids imi- 
tation of the methods of his fel- 
lows. While the fundamental 
principles of business must be rec- 
ognized, the greatest possible di- 
vergence of methods is advisable. 
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Nashville Banner 








One of the Thirty-Six. 


1903 CIRCULATION 





Daily Average for January, ; ‘ 16,211 
_ “ “ February. : 16,727 
2 = “March F ; 17,281 } 
" “ April ; ; 18,472 
“ 5 “ May ; ; 18,640 
“« June ; - 19,556 
3 - “ July . : 19,401 
? - “ August é ” 19,532 
- e “ September . ‘ 19,688 


Average for Nine Months 18,388 


THE BANNER’Ss subscription price is the highest, 4 
its circulation the largest, and it carries more local 
and more foreign advertising than any other 
Nashville newspaper. 


Vreeland-Benjamin Special Agency, 


150 Nassau Street, Tribune Building, 
New York. cpienppeceringneemines Chicago, Ill. 


BANNER PUBLISHING CO., NASHVILLE, TENN. 
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BUSINESS AND THE COL- 
LEGE GRADUATE. 


An editorial paragraph in a late 
issue of PRINTERS’ INK stated that 
Francis H. Leggett, head of the 
great New York wholesale grocery 





Mr. FRANCIS 


house that bears his name, had not 
a single college graduate among 
his’ 600 clerks, though for thirty 
years of business life he had en- 
deavored to give college men the 
preference, believing that a liberal 
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education ought to be valuable in 
business. 

A Printers’ INK reporter called 
on Mr. Leggett at his office, 128 
Franklin street, and in a conversa- 
tion on the subject learned that he 
had had considerable experience 


H. LEGGETT. 


with college men who applied for 
positions. Their failings seemed 
to be of two sorts. First, the col- 
lege graduate believes his educa- 
tion fits him to begin at the top of 
the business at a good round sal- 











ary. He disdains the suggestion 
that he begin somewhere near the 
bottom at wages. Second, his edu- 
cation has dealt with things so far 
removed from business life and 
practice that he is hardly on a par 
with a boy from the public schools 
so far as useful knowledge is con- 
cerned, while he is hampered by 
whatever foppish illusions his col- 
lege life may have given him. 

“He knows algebra, but nothing 
of arithmetic,” said Mr. Leggett. 
“Business is founded largely on 
arithmetic—quick mental arithme- 
tic that will yield results in a mo- 
ment. Thefe is no time to work 
out problems. But plain old-fash- 
ioned addition and multiplication 
are not taught in the colleges. It 
is taken for granted that the stu- 
dent mastered them when he was 
twelve years old. The college 
graduate knows something of 
Greek, and he can read Cesar, but 
these acquirements are as us.less 
in daily business life as his smat- 
tering of the sciences. Business 
is nothing more than cause and 
effect. A public school boy has 
dealt with cause and effect all his 
life. The college graduate has 
carefully been kept away from 
them. He has generally only a 
small percentage, or none at all, of 
the public school boy’s willingness 
and common sense. He is past the 
age when he can be trained, for it 
is not easy to mold a young man 
after he has passed twenty-one. 

“T have long been of the opinion 
that a liberal education could be 
utilized in business, and to my per- 
sonal knowledge business men 
throughout the United States are 
in need of bright young fellows 
such as the colleges ought to turn 
out. I have always believed that 
such men would advance more 
rapidly than the young fellow 
whose educational . advantages 
have been meagre, and be of great- 
er value to a business house. But 
the colleges miseducate. They 
teach nothing but book knowledge. 
College professors have been 
steeped in the college traditions. 
They know nothing of practical 
business methods, of business men, 
of the requirements of a business 
house, or of what young men 
should study to make them useful 
in business immediately after grad- 
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uation. The colleges seem to be 
altogether removed from modern 
business conditions. What they 
teach is not only valueless, but ac- 
tually harmful to the youth who 
intends entering commercial life. 
Consequently, the college gradu- 
ate, thrown into the business 
world, knows less than the boy 
who is forced to leave school amg 
earn his living at fifteen, while 
has a false estimate of his aT 
that makes him disdainful of the 
work that would be the means_of 
teaching him business. The grade 
uate won't begin at the bottom 
rung of the ladder. There is no 
other place for him to begin*<A 
man who hasn’t learned the details 
of the humblest place in a bif$i- 
ness house will mever be capable 
of its management.” 

Mr. Leggett was asked whethér 
public school boys who made rapid 
advancement in business ever con- 
sidered it worth while to enter a 
college at twenty years of age, 
taking up studies with a view to 
making themselves more valuable. 
He said that no instance of this 
sort had come under his observa- 
tion. Boys of that kind were sel- 
dom able to afford a college edii- 
cation, and the training that they 
would get during three or four 
years in business was of far more 
consequence than what could #e 
learned at college in the sale 
period. A public school boy w 
enters business sometimes sticks to 
it and goes to the top, while the 
college graduate, with his deter® 
mination to begin only at the tap, 
is more likely to gravitate towagd 
the bottom. + 


As a matter of plain 
truth, there’s only one. 
The American News 
per Directory, is th 
Webster’s Dictionary 
for advertising. As for 
its integrity, I don’t be- 
lieve that any fair- 
minded man ever ques- 


tions it.—Denie Lord, of thé 
Lord & Thomas Advertising Agency, Chicago, 
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THE COST OF AGENCY 
WORK. 


A YOUNG AGENT’S VIEW OF IT. 





What does it cost an advertising 
agency to carry on the clerical 
work of placing business ?—ascer- 
taining rates, making contracts, 
forwarding plates and copy, check- 
ing insertions, rectifying errors 
and the like. Many advertisers 
believe that there is a handsome 
profit in the ten per cent that the 
agency receives for this service, 
while agents, on the other hand. 
hold that it often fails to cover ac- 
tual cost unless the account is 0 
large. Several agencies handle 
business only upon a basis of fif- 
teen per cent, while there are 
others who unquestionably pay 
back to the advertiser a percentage 
of the commission received from 
publishers. Certain critics of ad- 
vertising have lately expressed an 
opinion that the mass of indiffer- 
ent copy continually being printed 
in valuable space is due to the fact 
that the advertising is placed 
through an agency that spends its 
ten per cent in clerical work, leav- 
ing no margin for the preparation 
of effective matter. And again, a 
new agency to be established in 
New York City offers to take busi- 
ness upon a basis of ten per cent, 
but makes each customer a stock- 
holder and promises that between 
six and seven per cent of this com- 
mission will be paid back in the 
shape of dividends, as the cost of 
handling advertising is between 
three and four per cent. 

“The labor and cost of placing 
business is not realized by adver- 
tigers who have never undertaken 
a campaign in all its details,” said 
the head of one of the younger 
New York agencies recently. “To 
write a few letters, make a few 
contracts, send a few plates by ex- 
press and have a force of girls 
check up the insertions seems a 
very simple proceeding to the ad- 
’ vertiser, and it is only when he 
undertakes to do the work himself, 
saving commission, that he real- 
izes its complexity. The success 
or failure of an agency lies in the 
system that it can bring to bear in 
handling business. This particu- 
lar agency is run at a smaller ex- 
pense than any other in New York, 
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save one, I am sure, and yet we 
nd it impossible to make a pro- 
fit on new accounts. A profit! 
Heavens! Let me give you some 
actual figures regarding a new ac- 
count that we opened six months 
ago. This was a manufacturer 
who had never advertised before, 
but who, after several months’ 
steady solicitation, agreed to spend 
a sum not greater than $650 per 
month. We placed his advertising 
in a list of eighty-five dailies and 
weeklies in a certain territory, and 
his first month’s space bills footed 
up $483. 49, giving us a commission 

$48.35. In the work of placing 
the business we spent $150, and 
this did not include the work of 
our solicitor nor the time given to 
the account by itself. Before the 
advertising started we sent an av- 
erage of six letters, either dictated 
or form, to each paper on the list, 
as well as other papers that were 
available, so that the cost for 
postage and stationery alone in 
settling rates was about fifteen to 
twenty-five cents per medium. It 
is very natural to conclude that 
after this preliminary work is over 
the account will show a profit in 
the second or third month, but as 
a matter of fact it will cost very 
nearly as much per month to garry 
it the first year, for them# is an 
amazing quantity of correspond- 
ence to a campaign, arising from 
wrong position, skipped insertions 
and other errors of publishers. If 
that account grows to $1,000 at the 
end of a year and is systematized 
so that it can be handled in our 
checking department, it will show 
a profit, Our largest account 
amounted to $150,000 last year, 
and the correspondence relating to 
it averaged fifty-four letters a day 
—dictated letters costing about 
five cents each. In addition to this 
expense and work there were hun- 
dreds upon hundreds of form let- 
ters. Much of the expense of 
placing arises through blunders on 
the part of the country publisher. 
It is easy to say hard things about 
his lack of acumen, of course. I 
feel entitled to criticise because I 
have been a country publisher my- 
self, and know the hundreds upon 
hundreds of schemes that are play- 
ed upon him to secure his space. 
Why, several of the largest agen- 














cies in the country clear thousands 
of dollars annually simply by pay- 
ing him a few cents or dollars less 
than his monthly bills. A coun- 
try publisher carrying four ac- 
counts for an agency and render- 
ing four bills of an aggregate of 
$so will receive four separate 
checks, each from ten cents to two 
dollars short of the amount due 
him for space. Real money is a 
desirable thing, and as he never 
gets replies to his letters of protest 
he soon learns to accept his check, 
bank the money and pocket his 
grievance, charging the shortage 
to profit and loss. My sympathies 
are with him rather than against 
him, but he is a fearful blockhead 
in some matters and causes an 
advertising agency great losses 
through needless correspondence. 
Not every country publisher is in 
this class. Some of the men who 
manage small weeklies have a 
greater degree of business honesty 
and method than the publishers of 
metropolitan dailies, but one pub- 
lisher in twenty-five runs his af- 
fairs by rule of thumb, and it is 
he who makes the trouble. In our 
experience it costs between six 
and a half and seven per cent to 
handle accounts of $50,000 to $100,- 
000 yearly. Below this the profits 
are uncertain, with the chances 
largely in favor of loss. We have 
just made a new rule to charge 
fifteen per cent on accounts that 
run below $25,000 a year. Losses 
are also incurred through adver- 
tisers’ lack of experience. Few 
men know good advertising when 
they see it, and in one case we 
changed the entire scheme of a 
small campaign, including medi- 
ums, copy and drawings, seven 
times before the advertiser permit- 
ted us to go ahead. This account 
was not only a dead loss, but a 
grievous expense, yet there are a 
dozen other agencies who will han- 
dle the business if we refuse it. 
The success of an agency lies in 
investing small appropriations so 
wisely that advertisers will in- 
crease their expenditure to the 
point where a profit can be made, 
and this principle is an eternal 
spur to the agent to do his best for 
the client. I do not believe it pos- 


sible for an agency to exist, much 
less 


make money, by careless 
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placing of small accounts for the 
sake of the commission, unless the 
space is farmed out in publications 
that pay heavy commissions. One 
of the heaviest investments that 
an agency makes is that of solicit- 
ing. Solicitors are high-priced 
men, and it is often necessary to 
keep at a prospective client a year 
or longer before he becomes an ad- 
vertiser. The money spent in so- 
liciting stands for investment.” Tf 
the client is ultimately landed ‘it 
may pay a profit, but like as not 
after eleven months’ soliciting of 
the client he may turn to some 
other agency. Each solicitor has 
his chance so long as the cliént is 
a prospect, of course, and it is give 
and take. In the grand aggregate 
soliciting is a big investment, but 
a profitable one. The item of ex- 
pense that is next biggest—in our 
experience, at least—is the search 
for adwriters. During the past 
year we have taken into this office 
almost any man who gave promise 
of doing the sort of work we want. 
In one case we took a brilliant 
writer from one of the magazines, 
paying him $40 a week for a month 
to write stuff that we could not 
use. We have gone to Philadel- 
phia and Chicago for promising 
men, and have had correspondence 
or personal interviews with over 
400 people. Out of this number 
we tried twenty-five, and out, of 
those we kept three, who are with 
us to-day—though I would be just 
as well pleased if one of them for- 
got to come down to-morrow 
morning. We are always looking 
for adwriters, and constantly run 
ads in Printers’ INK, the Herald, 
Fourth Estate and other mediums. 
We do not want genius, but men 
who can take ideas, words, pic- 
tures and type, and combine them 
into advertising—men who can 
make an ad fit to print in valuable 
space. Some of the men we. try 
have ability with pictures, others 
are wordmongers, and some know 
type, but the man who can com- 
bine all these things and make ad- 
vertising is scarce. The whole ad- 
vertising world i is looking for him, 
and the search is a heavy item of 
expense to an agency.” 





Tue best ads are those that bring 
the best returns. 
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FORTY-SEVENTH WEEK. 


In response to the weekly ad contest now in its forty-seventh week, fifty advertisements 
were received in time for report in this issue of Printers’ Ink. The one reproduced below 
was deemed best of all submitted. It was sent in by Otto Kegelman, 1052 Jackson ave., 
New York City, and it appeared in the November, 1903, issue of Agricultural Advertising, 
Chicago. A coupon was mailed to Mr. Kegelman, as provided in the conditions which govern 
this contest, viz.: Any reader may send an ad which he or she notices in any periodical for 





The Manon 
:: the Farm:: 
does the. selling, but 


the WOMAN does the BUYING 


Get at the women through the columns of the 


Woman’s Farm Journal 


WE COUNT OUR SUBSCRIPTION LIST AND PRINT EACH 
issue accord- 
ingly. every month 


Now we have Qver 500,000 Copies as 


to get out 7 
> : bave that many 
subscribers. All our statements are facts or your ad runs free. 
Our rate of $2.00 Yay line is no higher than you often pay 
or ¢laimed circulation. 





















Write us fot Rate Card showing discounts. 


The Woman’s Farm Journal 
ST. LOUIS,. MO. 


Key your Ad. 





entry; Reasonable care should be exercised to send what seem to be good advertisements. 
Each week one ad will be chosen which is thought to be superior to any other submitted in the 
same week. The ad so selected will be reproduced in Printers’ Inx, if possible, and the name 
of the sender, together with the name and date of the paper in which it had insertion, will also be 
stated. A coupon, good for a year’s subscription to Printers’ Ink, will be sent to the person 
who sends the best ad each week. 







































INTERVIEW WITH A 
FAMOUS PERSONAGE. 


“Sunny Jim” came to New York 
on a flying trip from Buffalo one 
day last week. A PRINTERS’ INK 
reporter found him at the studio 
ot a well-known poster artist, 
where he was sitting for a portrait 
to be used in connection with his 
lecture tour this winter. He was 


AN 





very busy, but readily consented to 
talk about his plans. 

“IT am the dean of advertising 
characters,” he said. “A great deal 
has been written about me by 
others, and I have not only become 
everywhere 


famous English is 





spoken, but have been a promoter 
of human happiness as well. The 
sun never sets on ‘Sunny Jim.’ My 
success as a public character 
through all these proxies has final- 
ly led me to appear in my own 
proper person, so this winter I am 
to lecture. 

“Young man, do you know any- 
thing of the foundation of the 
American lyceum? Well, when 
Emerson was lecturing in the thir- 
ties and forties and fifties of the 
last century he had to go from 
town to town in person, often over 
snowdrifts. There were no Em- 
pire State express trains in those 
days, nor any magazines or news- 
papers of wide circulation. When 


a man like Emerson had some- 
thing to say he could either print 
it in a book and sell a few thou- 
sand copies, or go about a ge | 

But we’ve changed al 


himself. 





PRINTERS’ INK. 








15 


that, and my lecture tour this win- 
ter will be made in magazines and 
newspapers. They are a lyceum 
so great that my audience will con- 
sist of every man, woman and child 
in the United States. I should be 
the last one to say anything against 
newspapers, for they made me fa- 
mous. But the magazine is a great 
lyceum, and I intend to talk 
through full-page, double-page and 
four-page ads. But I will also 
continue to speak in the newspa- 
pers, and my lecture tour this win- 
ter will cost me in the neighbor- 
hood of one million dollars.” 

“You will talk about ‘Force’?” 
suggested the reporter. 

“Yes—about ‘Force’ and other 
means of human happiness. My 
manager, Mr. Ralph Tilton, recent- 
ly pointed out to me the great need 
among every class of people for 
talks on cheerfulness, optimism, 
kindliness, good will and the vir- 
tues generally. We Yankees are a 
busy nation, and, while we ,cer- 
tainly accomplish wonderful things 
through our hustling, we are be- 
ginning to look around for ways 
of living more satisfactorily. Peo- 
ple are still hampered by bad men- 
tal traits and even superstitions. 
They worry because they don’t 
know how to avoid worry. They 
ruin their health and digestions be- 
cause they don’t know the few sim- 
ple rules of health. They are irti- 
table, and try to shove their way 
through the world by main 
strength, and succeed very badly, 
because they do not know that sun- 
niness is a marketable commodity 
as well as a highly agreeable pos- 
session. They eat too fast. They 
do not know the effect of right 
thinking. They lack repose, and 
do not know how to rest. Not all 
the people have these traits, but 
every person has some of them. 
So I am going to lecture all winter 
upon one little text—Be Sunny!” 

“Won't that be preaching instead 
of lecturing ?” 

“Not at all. My lectures will be 
short, and there will be no moral- 
izing. I have named them ‘Force- 
thoughts,’ and the very longest can 
be read in a minute or so. Each 
will contain a piece of truth about 
hygiene, mental health, the ar- 
rangement of one’s environment, 
how to live right, and think right, 
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and act right—in short, how to be 


happy. You have noticed, no 
doubt, how eagerly people put up 
proverbs and aphorisms and quo- 
tations on the walls of offices and 
homes. That indicates that they 
want such suggestions for sensible 
living. So I am going to turn 
philosopher and give a series of 
helpful lectures on such subjects. 
When the season is over perhaps I 
shall publish them in a book. 

“I have founded the ‘Force’ So- 
ciety, whose membership is limited 
strictly to those who want to be 
happier than they are. Each mem- 
ber is entitled to an ‘M. F. S,’ after 
his name, and to enroll other mem- 
bers if he thinks enough of them. 
The creed was printed in all the 
November magazines. I shall also 
give particular attention to break- 
fast, which is the most important 
meal of the day. I think that a 
good many people dodge breakfast 
because they can’t look it square 
in the face, and these people, you 
will find, are wobbly on pretty 
nearly everything else that’s worth 
while. So I’ll teach them what I 
know about beginning the day 
right. Then there’s another point 
that will come in for attention— 
the importance of Now. There’s 
only one thing to be done at a 
time. One thing at a time takes 
all’ the tangles out of a day’s work. 
But it isn’t everybody that knows 
this, and I propose to tell them. I 
have added a new word to the 
English language—and I shouldn’t 
be surprised if it got into some 
other languages. It is ‘Force- 
thought.’ Forcethought is the kind 
of: thinking that when put into ac- 
tion accomplishes things. The first 
principle of Forcethinking is eat- 
ing ‘Force,’ but there are other 
principles that help and make for 
success. am going to lecture 
about these, too, and other things. 
So you see ‘Sunny Jim’ has a big 
winter’s work cut out for him, and 
isn’t going to retire just yet awhile. 
Why, if a public character like 
myself retired to-morrow the pub- 
lic would first miss me, then regret 
me and then forget me. All that I 
have done would be as nothing. A 
— man must keep himself be- 
ore the world by doing new 
things. 

“Heretofore I have been repre- 
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sented by caricaturists as a man 
without a chin. I have always 
been drawn in profile, but now the 
public is to see me face to face, 
and I think they'll like me. Of 
course, the caricatures that have 
appeared were all good-natured, 
and I mustn’t hold a grudge be- 
cause the cartoonists made -me 
funny. Perhaps I should never 
have become famous at all if I had 
been represented as stiff, starched 
and without humor. It’s queer, 
when you come to think of it, that 
with all the advertising done for 
‘Force’ nobody has told the public 
how it is made. My campaign be- 
gan in November with ‘The Auto- 
biography of Sunny Jim,’ wherein 
I described the process. People 
have got’ into the way of regard- 
ing ‘Force’ as a breakfast food 
only, which is wrong. It can be 
cooked in numberless ways with 
eggs. It takes the place of bread 
or cracker crumbs for fritters, . 
fried oysters and croquettes. Many 
people prefer it to toast for Welsh 
rarebit—though I don’t advise any- 
body to eat Welsh rarebit, and 
please don’t say that I do. Two 
million consumers use ‘Force’ to- 
day, and it is eaten in thirteen dif- 
ferent languages. More than 100,- 
ooo packages are made _ every 
twenty-four hours. Clever cooks 
are continually contriving new 
dishes, which are sent to me at 
Buff.lo. I have made some of the 
recipes into a little book called 
‘The Gentle Art of Using Force,’ 
which is offered to anybody who 
will pay the postage—two cents. 
Besides the recipes for cooking it 
also contains recipes for being 
sunny. Tle first edition is one 
million copies. 

_“Mr. Ralph Tilton, my adver- 
tising manager, and the man who 
first proposed that I undertake this 
lecture tour, has been connected 
with advertising any time these 
fifteen years or more. His first 
experience was with Carson, 
Pirie, Scott & Co., the Chicago de- 
partment store, where he remained 
nine years. Then he became ad- 
vertising manager of the Ladies’ 
Home Journal after Mr. Thayer, 
and when the Saturday Evening 
Post was purchased he was adver- 
tising manager, art editor and office 
boy, helping to lay the foundation 

















of the publication. Incidentally 
he helped in placing its first adver- 
tising, which was one of the most 
extensive campaigns ever under- 
taken by a magazine. After that 
he came to New York and spent 
four years exploiting the Century 
Dictionary, when he invented the 
famous corner coupon. Then he 
went to Buffalo. And speaking of 
coupons reminds me of the one he 
has invented for me. Take a look 
at it. By omitting the rule border 
at the corner it leaves the margin 
of the magazine for readers to 
write their names and addresses, 
thus lengthening the coupon at no 
additional cost for space. By set- 
ting type close to the upper edge 
we have saved $11,000 in space on 
my whole campaign. 

“Under Mr. Tilton’s guidance I 
intend to make my motto known 
all over the North American con- 
tinent this winter. By Christmas 
‘Stnny Jim’ will be spoken of as 
frequently as Santa Claus.” 





MANUFACTURERS OUGHT TO 
HELP RETAILERS. 
3 St. Louts, Mo., Oct. 24, 1903. 
Editor of Printers’ Inx: 

When we assumed the position of ca- 
tering direct to the consumer with our 
“Sir Knight” $4 Shoe, we undertook an 
innovation in the shoe trade of St. 
Louis which has justified us in results. 

Our object was to create a demand for 
a gentleman’s high-grade shoe. We 
knew there were many men in our ter- 
ritory who would readily purchase a $4 
shoe, provided that it had all the merit 
which we claimed for it. 

To succeed, a manufacturer must be 
absolutely honest with his trade, and he 
must not sell goods that will not come 
up to the expectation of his customers. 
It is far better to give more values than 
people expect, and it is a wiser course 
not to promise that which you know you 
cannot perform. 

hen we started advertising in the 
large daily newspapers throughout the 
country, we had many requests from 
dealers who wished to have their names 
attached to the ads. We refused their 
request, because we desired to popular- 
ize our shoes all over the country. Our 
local dealer may advertise the shoe, and 
we take sueer interest in his efforts. 
We furnish him newspaper cuts, book- 
lets, etc., to boom his trade, but we do 
not destroy the effect of our general ad- 
vertising by publishing dealers’ names. 
_ The demand for our “Sir Knight” 
line has been developed in every section 
of the United States. We have requests 
for the shoe from Alaska, Cuba, Porto 
Rico, Hawaiian Islands, the Philippines, 
South America, and even have had or- 
ders from Europe. 

We do not retail the shoe to the con- 
sumer. When we receive a request for 
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a single pair, we fill the order through 
the local shoe dealer. Thus we give our 
dealers the direct benefit of advertising, 
and secure for them new customers in 
their own towns. In remote sections of 
the country where we have no agent, the 
request therefrom for a pair of “Sir 
Knights” invariably secures us a quick 
audience with the dealer, who becomes a 
ready buyer. Accordingly, our adver- 
tising is of two-fold benefit. It aids us 
in selling direct to the consumer through 
our trade, and is a medium of securing 
trade through the consumer. 

e believe our present method of ad- 
vertising gives the greatest benefit to the 
dealer. e have spent many thousands 
of dollars in distributing novelties to the 
trade, but we must admit that it is not 
the most effective means of securing di- 
rect results. Newspaper advertising is 
very expensive, but it is the short cut to 
the sale of goods. I am a believer in 
advertising, but the medium which 
reaches the trade and the great consum- 
ing public, although very high priced, is 
the cheapest in the end. 

With honest goods, honorable deal- 
ings, just treatment and newspaper ad- 
vertising, no man ought to feel that he 
cannot attain to success. 

Yours truly, 
Gerorce W. MI tvs, 
Vice-President Wertheimer-Swarts Shoe 
Company. 


Ir “push” working alone can do a 
iece of work fairly well in two days, 
ow much better and how much sooner 
can “push” and “tact” working together 
do it?—Jed Scarboro. 


PUBLISHER 


If given the opportunity todo so,and The 
Journal Company fails to prove that the 
PAID CITY CIRCULAT ON ALONE 
of THe Mitwaukee JournAt is larger 
than is the TOTAL PAID CIRCULA- 
TION of either of the two other evening 
papers, and that the TOTAL PAID CIR- 
CULATION of Tue Journat is larger 
than is THEIR ADDED TOTAL 
PAID CIRCULATIONS, The Journal 
Company will make ABSOLUTELY NO 
CH RCE for any advertising obtained 
by such representation—So when an 


ADVERTISER 


space in Toe MrttwavuKee JourRNAL 
he bu 








not only more paid circulation 
than can possibly buy in any other 
single oar newspaper published in the 
State of Wisconsin, but he’ buys more cir- 
culation at less cost than he would obtain 
did he employ both of the other evening 
dailies. 


STEPHEN B. SMITH, 
Tribune Building, New York. 
C. D. BERTOLET, 

Boyce Building, Chicago, 
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ROLL OF HONOR PRIZE 
COMPETITION. , 


SIXTEENTH WEEK. 


In response to this contest (de- 
tails of which will be mailed upon 
application) five articles were re~ 
ceived in time for report in this is- 
sue of Printers’ INK. Of these, the 
one reprinted below was deemed the 
best. It was written by A.B. Fritts, 
with the George Ethridge Co., 33 
Union Square, New York, and it 
appeared in the Philadelphia Even- 
ing Bulletin of October 24, 1903. 
In accordance with the rules which 
govern this contest, a coupon en- 
titling the holder to a yearly paid- 
in-advance subscription to PRINT- 
ERS’ INK was sent to Mr. Fritts 
when the marked copy of the pa- 
per was received. Two additional 
coupons, one to Mr. Fritts and one 
to the advertising manager of the 
Evening Bulletin, were sent in ac- 
cordance with the terms of the 
competition, after the choice for 
the week had Leen made. Mr. 
Fritts’ effort will now be placed on 
file and it will have further con- 
sideration when the time for 
awarding the cash prizes arrives. 
The article as it appeared in the 
Evening Bulletin follows here: 


HONORING THE HONEST. 


There is no commodity that has such 
an uncertain value as newspaper space. 
Yet, in this advertising age, it is the 
business man’s ony good weapon with 
which to successfully fight competition. 

There is no good reason under the 
sun why the value of all newspaper 
Space cannot be determined from a cer- 
tain standard, figuring from the quan- 
tity and character of circulation. The 
only obstacle in the way is exaggerated 
circulation figures. 

Various journals of the publishing and 
advertising profession have discussed 
the matter of circulation figures and 
urged that publishers stick to nothing 
but the truth, ever since advertising has 
been recognized as an essential feature 
of business. Foremost among such pub- 
lications is Printers’ INK, which has 
earned for itself the reputation of being 
the world’s best authority on pate «| 
matters, both among newspaper men an 
bie advertisers all over the country, and 
is held in highest esteem everywhere. 
The Little Schoolmaster of advertis- 
ing, by which name it: is generally 
known, takes the stand that there is 
such a wilderness of circulation-exagger- 
ating publishers that when a newspaper 
man is honest and honorable enough to 
come out with the plain, unvarnished 
truth about his circulation, he deserves 
to have his name on a Roll of Honor for 
the benefit of advertisers. And the Lit- 
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tle Schoolmaster is right. He does de 
serve honors. He deserves wide public- 
ity among advertisers and he deserves 
their patronage. 

For the mutual benefit of advertisers 
and the honest, dependable publishers, 
the editors of this celebrated advertising 
— last April instituted a Roll of 

onor department, which is open only 
to those publishers who have submitted 
to the 1903 edition of the American 
Newspaper Directory a detailed circula- 
tion statement of their respective publi- 
cations, duly signed and dated. The 
Roll of Honor appears in PrintEps’ 
INK every week, giving them the bene- 
fit of the most valuable publicity that a 
newspaper can possibly get. It certain- 
lv does give them the maximum of qual- 
ity for the minimum of price. 

It puts them in a class comprised of 
the country’s honest, enterprising, liberal 
and progressive newspapers, and con- 
veys other valuable information of real 
interest to the advertiser. 

It places before him the exact circula- 
tion figures, which he cannot doubt, 
= the page number of the American 

‘Newspaper Directory, on which full in- 
formation regarding the publication can 
be found; and if, according to the Di- 
rectory, the paper is deserving of it, a 
sign denoting superior excellence in 
quality of circulation is accorded. 

This is a plan that is bound to be of 
incalculable benefit to both advertiser 
and publisher. And it is indeed gratify- 
ing to note how many publishers are 
alert to recognize the great advantage 
of being thus honored. It distinguishes 
the good publications, those that can be 
depended upon to give good value for 
money spent with them, from those of 
unknown circulation. 

Mr. Publisher, if you are not already 
enlisted on Printers’ Ink’s Roll of 
Honor, get the name of your publication 
recorded there before they go to press 
for the next issue. Isn’t it reasonable to 
suppose that an advertiser would select 
his publications from such a select col- 
lection in preference to taking chances 
on paying too much money for space 
in papers whose correct circulation fig- 
ures cannot be ascertained? It pays to 
be in good company. Here you will be 
with the world’s best. You will be hon- 
ored. You will be looked up to as one 
of the few newspaper publishers who 
come out openly and honestly and show 
the advertiser exactly what he is getting. 
From a business standpoint it is the 
only thing to do; it is but justice to 
yourself and business. Enroll because 
it will pay you. 


Newspaper space is a commodity 
bought and sold the same as merchan- 
dise. It is classed among the necessi- 
ties of the business man, and you can 
put it down that the advertiser isn’t go- 
ing to buy space blindly. If he is a 
shrewd business manager, he is going to 
look out for his own interest when buy- 
ing newspaper space, just the same as he 
would in any other business transaction. 
When a merchant buys his season’s 
stock of clothing, furniture, shoes or 
whatever it might be, you can depend 
upon it that he isn’t going to take many 
chances, but he is going to a place that 
he knows can be relied upon to treat 
him right and to give him honest values. 














Why shouldn’t the advertiser use the 
same precautions? He should! And the 
wise and successful ones do. He has 
no right to do business otherwise. No 
ublisher can reasonably expect him to 
us’ his mewspaper space unless he is 
shown by a detailed statement exactly 
how A. | publicity he is buying. Would 
the publisher buy his paper stock with- 
out [nowing the exact grade and value 
of the paper? Would it seem absurd for 
him to ask for a sample and price be- 
fore buying? Why hasn’t the advertiser 
the same right to know the quality of the 
goods he is buying, so he can determine 
the actual value? He has the right to 
know, and he should demand to know it. 
The publisher who refuses to submit a 
correct detailed statement of circulation 
to the advertiser with his rate card, or 
to the gy directory, on which the 
advertiser depends for his information, 
acknowledges by the very act that “there 
is a nigger in the woodpile” somewhere. 
His figures would shrink under oath. 
His stock would drop below par. and 


Roll of Honor stock, consequently, 
would go up. 
Every large advertiser is skeptical 


when dealing with newspaper publishers. 
He expects an exaggerated circulation 
claim. In other words, he expects to be 
cheated. The only exception is when the 
publisher comes out with an honest state- 
ment showing the actual. average. It is 
revrettable, but a fact, nevertheless, that 
such publishers are comparatively few. 
But owing to their scarcity it places a 
high value on them, and the advertiser 
marks such publications as papers that 
can be relied upon as honest, up-to-date 
and enterprising. For such papers he is 
willing to pay the price asked for space, 
if the price be a reasonable one. He at 
least has the satisfaction of knowing ex- 
actly what he is buying, while without 
that knowledge he feels that he is get- 
ting the worst of it in every transaction. 

It is a matter of pride and business to 
every publisher who can point to his 
ublication enlisted on Printers’ INK’s 
oll of Honor. It is a matter of busi- 
ness to you, Mr. Advertiser, to look 
over Printers’ Ink’s Roll of Honor and 
see if the publication you purpose using 
is enlisted there. You owe the editors 
of that little champion of honor between 
advertiser and publisher a debt of grati- 
tude. The time is not far off when edi- 
tors will be compelled to submit accu- 
tate circulation figures in order that 
space rates may be correctly figured on 
the basis of circulation and quality of 
publicity, Printers’ INK was the first 
to advocate such a principle and it has 
fought valiantly for it. This Roll of 
Honor movement is another step in the 
tight direction, and will come mighty 
near bringing about the desired result. 
It ig a journal of great power in the 
advertising world, and its influence in 
this respect is bound to be felt. The 
Roll of Honor is growing rapidly and 
it is interesting to note the character 
of the publications that see the advan- 
tege of taking the public into their con- 
fidence. 


The Evening Bulletin, in which 
the prize article of the sixteenth 
week was published, is a member 
of the Roll of Honor and its an- 
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nouncement under that classifica- 
tion appears as follows: 
Philadelphia, The 
Bulletin, d.ex.S. Average for | 


4 5 864. A 
owees. 180,489 ( Fu, +74 


IN PHILADELPHIA NEARLY EVERYBODY 
READS THE BULLETIN 


The Bulletin is one of the nine 
papers whose circulation rating is 
guaranteed by the publishers of the 
American Newspaper Directory 
by a cash forfeit of one hundred 
dollars to be paid to the first per- 
son who successfully assails the 
accuracy of the Bulletin’s state- 
ment. Among the total number of 
21,451 publications listed in the 
1903 issue of the American News- 
paper Directory only nine papers 
enjoy the same distinction as does 
the Bulletin, and they are called 
the Star Galaxy of 1903. 


——— _ +o+---—__ 
AN AUSTRALIAN PUPIL. 
GRANVILLE, N. S. W., Australia, 
October 1, 1903. 
Editor of Printers’ INK: 

I have been a reader of the Little 
Schoolmaster for about five years, and 
look forward to every issue. It is a 
gold mine to advertisers, and some of 
its articles I read over the second and 
third time. 

Australia may seem a remote corner 
of the earth to you, but publicity here is 
fairly up to date. We have a total pop- 
ulation of four millions; the two chief 
cities, Melbourne and Sydney, have half 
a million each. Some big American and 
English firms advertise pretty consider- 
ably, and the local advertising is good. 

I write ads for a few people besides 
my own in a local weekly. 

Would like to meet and chat with J. 
H. Collins, Sinberg, Joel Benton, Jed 
Scarboro, Bert . Moses, Maule, etc., 
not forgetting your noble self. 

: Yours faithfully, 
WitiiaM F. Kay. 


—_——-3e———"—— 
CHRISTMAS ADDRESSES. 
Editor of Printers’ INK: 
Knoxvitte, Tenn., Oct. 27, 1903. 
Will you kindly furnish us with the 
addresses of the different concerns man- 
ufacturing Carrier’s Christmas Address- 
es? It occurs to us that it would beavery 
good plan for some of these people to 
place an advertisement with you. 
Very truly yours, 
Tue KNoxvitte Sentinet Co., 
C. B. Johnson, Bus. Mgr. 
— -_ 
IF you can’t find a good way to adver- 
i your business, make one.—Jed Scar- 
ore. 
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Norg, oy “yp under this caption are accepted from publishers who, 

according e 1903 issue of the American Newspaper Directory, have submitted tor 
that edition & the Directory a detailed circulation statement, duly signed and dated. 

These are generally regarded the peaees who believe that an advertiser has a right 


to gh what he pays his hard cash f 
e 


black figures denote the average issue for the 
number in brackets denotes the page in the American 


zowr indicated. The light-faced 
ewspaper Directory which con- 


tains the details of the publication’ . : pormneed No amount of muney can purchase a place 


in this list for a paper not entitled t 


Advertisements under this pd ody ‘will also be accepted from publications to which the 
American Newspaper Directory accords - sign (© ©), the so-called gold marks, denoting 


superior excellence in quality of circulation 
per line under a YEARLY contract, $20.80 for a full 
inadvance. Weekly, montely or quarterly correc- 


tion, if entitled as above, cost 20 
year, 10 per cent discount i if paid wholl 
tions to date showi 
a statement in detai 


cents 


ance with the rules vot the American Newspaper D 


ALABAMA. 
Birminghem, Birmingham News. Daily av- 
erage for 1902. 18,488 03 (34); first seven months 

1903, 17,898; July, 1903, 1903, 20,1 3 guaranteed. 
Birmingham, Ledger. dy. . dy. Average for 1902, 
18,980 (34). Av. Sor Av Aug., 190 , 1903, 17,586, guar't'd. 
Montgomery, Advertiser. Advertiser Co. Av- 
> circulation for 1902, guaranteed, daily 10,- 
(OO), weekly 12.841" 3 Sanday 14, 625 (40) 


ARKANSAS. 

Little Reek, Arkansas Methodist. Geo. Thorn- 
burgh, publisher. Actual average 1902, 10,000. 
ARIZONA. 

Bisbee, Review, B. Kelley, pub. 


daily 
In 1902 no issue less than 1, 250 (46). In 1903 no 
issuelessthan 1,750. 


Phoenix, Republican. Dai Daily average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 
CALIFORNIA. 

mo, Morning Republican, daily. Average 
ot i902, 4,644 (67). E. Katz, Special Agent, N. Y. 
Oakland, Tribune, daily. Average for 1902, 
= (75). Tribune e Publishing Company. 
Done Diegan Sun. Daily average 
tr 1902, Pa Feb (oo (80). w. H. Porterfield, pub. 
nm Francisco, Argonaut, week! Aver 
tor i902. 15,165 (81). E. Katz, "Special A nt, N. 
San Francisco, Bulletin. R. A Crothers. Av. 
for 1902, daily 49,159, Sunday 47,802 a 


San Franei«eo, Call, d’y and S’y. J.D. Spreck- 
els. Av. for 192,dy 60, 885, S’y 71, ea (80). 





San Jose, Evening Herald, daily. The Herald 
Co. Average for year end. Aug., 1902, 8,597 a 


San J Morning Mercury, dai 
Publishing Go. Average for 1902, bee a. 


COLORADO. 

Denver, Post, daily. Post $y! and Pub- 
lishing Co. Average for 1902, $2,171 (97), Aver- 
age for , 1903, 89,589. Gain, 7,418. 

CONNECTICUT. 

Nartford, Times, daily. Averaqe, for 1902, 
16,172 (111). Perry Lukens, Lukens, Jr., N. Y. Rep. 

Meriden, Morning Record and Republican. 
Repubi’n Pub. Co. “By. av. f av. for 1902, 7,887 (112). 

New Haven. Palladium, daily. At Sor 


1902, &,500 (114). E. Katz, . Katz, Special Agent, N. Y. 
New Haven, Union. Av. for 1902, ay 15,881, 

8’y 8,825 (114). E. Katz, Special Agent, N. Y. 
New Lendon, Day, evg. Av. 1902, 5,198 (115). 

First six months 1903,5,582. <Aug., 1903, 5,750. 
Norwich, Putiown, vy, Bulletin Co., pub- 


lishers. Average for 1902, 4,659 (115). Average 
Jirst six months 1903, ". 6. 


DISTRICT OF COLUMBIA. 
Washington !’v. 5 
paper Co. 


tar, golly. Ev. Star News- 
Average for 1902, 88,748 (© ©) (122). 


increase of circulation can be made, 
» properly signed and dated, covering t 








= Announcements under this classitica- 


— ded the publisher sends 
e additional period, in accord- 
tory. 

mal Tribune, weekly. Average for 1902, 


10. bo8 -. First six mos. 1903,.112,268. 
Smith & Thompson, Rep., N Ye Chicago. 


DELAWARE. 
Wilmington, Morning News, daily. News Pub- 
lishing Co., pubrs. Average for 1902, 9,485 (121). 


FLORIDA. 
Jacksonville, Metropolis, daily. Aver. 1902, 
7,018 (128). Average ist 6 months, 1903, 8,229. 


Pensacola, Journal daily, every pores ex- 


cept Monday. Average for 1902, 2,441 (131). 
Tampa, Morning Tribune. dai! Tam 
bune Pub. Cu. Average for 1902, 608 (1 
GEORGIA. 
Atlanta, Journal, dy. 1902, $7,828. a 
wy, $4,105 (135). Kiiante Journal Co., pubs. 
Lafayette, Walker Co. Messenger, cosine. N. 
C. Napier, Jr., pub. Av. for 1902, 1,590 (144). 


IDAHO. 


Baten, Cagttal 3 News, dy. and wy. Capital News 
Ptg. Co., pub. Av. 1902, d: dy., 2,512, wy. 2,405 
(161). ‘Av. oe 6 oan 1903, dy. 2,800, wy. 8,279. 
ELEEHOUS. 

Cairo, Citizen, weekly. Year aang Dec., 1902, 
no — less than 1,000 (161); , 1903, 1,100. 
Champaign, News. In 1902 no My oe less than 


pm sy vanily and 8,400 best (163), Average 


ily issue for July, 1903, 1,711. 


Chieago, Ad Sense, monthly. The Ad Sense 
., pubs. Actual overage fe for Gosun 6,088 (176). 


Chicago, American Bee urnal, week! 
Actual average for 1902, tise (67). vis 


Oatcone, Bakers’ Helper, monthly. R. 
Clissold. Average for 1902, 4,050 Os (ITh. 


Chicago, eater Passio, stock fi week- 
ly. Sanders Pub. Co. Average for 1902 02, 60,052 
(én. Average first 26 weeks, 1903, 66, — 


Chicago, Dental “Digest, m mo. 
Actual average for 1902, Sas cin. 
first nine months 1903, 903, %, 000 


Crouse. 


\ ae 


oe . Grain Dealers Jou a -mo. Grain 
‘ompany. Av for 1902, 4.416 (OO) (175). 
ne Home Defender, mo. T. G. Lye oy 
Act. av. 1902, 5,409 (180). Six mos. 1903, = 


Chicago, Irrigation Age, mon Hf. An- 
derson. Average for my Taree ca. Averag 
ten months 1903, 22,10 

Masonic Volce Review mo. Ave 

26,041 (182). For six months 1903, 2 

Chieago, Monumental Nev News, mo. R. J. Haight, 
Av. for year end. July, 1902, 2,966 (182). 

a a National Harness Review, mo. Av. 

Pr. toa 291 (183). First 8 mos. 1903, 6,250. 


Chicago, New Tho ne. . monthiy. 50c. a year. 


for 1902, 
166. 


Ella Wheeler Wilcox, Average end- 
ing January. 1903, 2 o280. 9 cis) Sinee January, 
1903, New prints 00,000 monthly. 
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Chicago, Operative monthly. Actual 
average for 1902, 5,666 (1 

Park and Cemetery and Landsca) 
mo. Av. for year ending —_ 198, sou uss 


Chicago, Record-Heralk verage for 1902, 
daily 158,424, Sunday i7tsie (166). 

Chie: ago, T — daily. Tribune Co. In 1902, 
yA (OO) (166 

East St. neta Poultry castes, mo. Poultry 
Calture Pub. Co. Average 1902. 875 (192). Av- 
erage first six months 1903, 14, Bsa 

Evanston, Correct et English: How to Use It, m 
Average for year ending Uct., 192, 9,750 (19). 

Kewanee, Star-Courier Average for 1902, 
daily 2,410, weekly 1,522 (203). Jrerens mans 
anteed circulation laily for . August, 1903, 8,006. 

Peorta, Star, evenings and Sunda: + —~ a 
Actual sworn average for 190 1902, 28,742 (21 

Reekford, Register ter Gazette. Dy. av. a 1902 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


INDIANA. 


pvenevilte Consign Galt and 8. Courier Co., 
Act av. Son, 11,2 ). swore %s. 03, 12,- 
Bis. Smith & Thompeon, Sp. Sp. Rep.,N.Y.& Chicago. 


Evansville, Journal-News. Av. for 1902, ee. 
11,910, S'y 11,508 (244). E. Katz, Sp. Agt., N 


Goshen, Cooking Club, monthly. Average for 
1902, 25,501 (247). A t medium, as 
housewives keep every issue for daily reference. 


lis, News, dy. Hilton U. Brown, gen. 
‘or 1902—actual actual sales—62,188 (250). 


Late bon a Journal, daily. Actual 
average 1 (24); Octs October, 1903, 4,877. 


PY — 1-5 + “ih, 8. 57 t Qui. For peur 

a ‘or 

ending A 34, 1903, &, VV nalietatenet 
Munefe, Star mob de ‘and S’y._ a Star Pub. ear 

ending Feb. 1903, y 21 y 21,468, S’y 18-585. uo 


Notre Dame, The Ave Maria, Catholic weekly 
magazine. Average for 1902, 25,976 (262). 


Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1,820 (264). 


nent Evening Item. =—T a. 
902, 8,124 Same Sor August, 1903, 


South Bend, Tribune. Sworn poses 
1902, 4,861 (267). Sworn av. for Sept., S64. 


IOWA. 
Arlington, News. All home- 
F. Lake, pub. Average for 1! for 1 


Burlington, Hawk-Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 30, 1903, 7,018. 


Clinten, Advertiser, daily. Fay Bros., pub- 





Indians 
mgr. 


av. for 
7. 


rint weekly. W. 
1,400 (282). 


lishers. Ave for 1902, 10, (239). Accorded 
largest daily circulation in Eastern Iowa. 

Dave rt, semen. Dy. av. 1902 6,882, s.- 
1,527 (2). Dy. av. August, 1903, BOS. Cir. 
guar. more than “double of uble of any Davenport daily. 

Des Metnes, On ital, - Lafayette Young. 
blisher. staal ave for “p02, 24,019 


293). Eewagater June, 1903, 1908, $1,011. 


Dea Moin es. Cosmopolitan Osteopath, month- 
ly. Still College. Average f for 1902, 9,666 (294). 


Des Moines. News? daily. Aver. 1902, 87.118 
(293). First 9 mos, 1903, 908, aver., sworn, 41,871 net. 


aes of the West, wy. ‘wy. Improvement in breed- 
ing horses and live stock. At Av. for 1902, 6,095. 


Bebuane. Catholic Tribun Tribune, weekly. Catholic 
pene So., pubs. Actual _Actual average 1 1902, 4,801. 


1902 1 “wy. 
a.Fit ad Dy ae. od mal, dy. av, we hase.” 





ttumwa, Courier. av. 02 4,491, s..wy.6,- 
Mie mae 1002) dy 4Bt Sees 7 Rei. 


os (319). 
Shelden, Sun, d'y and w'ly. Carson. 
— for 1902, d’y - w'ly acid (923). 


doah, Senti tri-w Sentinel 
ponioning Co, Kvorage for i 1902, beipl (323). 


Sioux City, Jo urnal. Dy ‘or first 8 
yd (sworn) 19,512, dy. 7 te. for Aug. 19 698. 
sputed ed leader in 
tts big, sig virgin nel i inte average 16,968 (324). 


KANSAS. 
het=. on aa. 8 w. Bon = 
‘0 prove circula’ ‘or 1903, 
or receipt an: y advertising bil buL. 
Girard, Appeal to ) Reason, weekly. 
land. ‘Averene for 1902, 1902, 195,809 ( ). 
Mutehinson, News, d’y anc d’y and w’y. 
1902, no issue less than 1,920 an 1,920 (346). E. 





J. A. Way- 


i on N. NY 


ka, Western School 2 School Journal, educational 
monty se for 1902, 8,116 (362). 


Wie d@’y and w’y. Av. 1902, d’y 16,- 
781, ~ eét Sho. Beckwith, N. Y. & Chicago. 
KENTUCKY. 

0 eaereert, Breckenrid, 


ay ye J. 
Babbage. Average for 190 for 1902 


Lexington, Leader. Av. ler. Av. for 1902, a’ y 8.598, 


w'y 2,806, S’y 4,008 (373). _ (373). E. Katz, 8. A., N. 
Loulsville, Evening Post, Post, @ Eveni as oe 
Co., pubs. Actual average for 902, 26, 895 (374). 





Padueah, Sun, daily. Sun Publishirg Co. Av- 


e for year a ® =, on ioe 04 (378). 
Daily average for Septem 
LOUISIANA. 


New Orleans, Item, daily. R. M. Denholme, 
3.859 Average for year endin, June, amg 


9 (387). Official ial journal city New Orlean 


pow @rleans, Louisiana Planter and Si 
Mfr, wy. In 1902 wo > issue less than 8,000 (387). 


The Sesion | Buck, official o of Elkaom 
in Louisiana and Mississippi. Av 2,866 (388). 
MAINE. 
> - Kennebec Journal, LA and w’y. 

verage d’y, 1902, 4,719, w’y 2,188 ( 391). 
“a r, Commercial. ag hvereae for 1902, daily 
7 $46. weekly 29,012 (392). 


Lewiston. Evening Journs Jou x. 
for 1902, 6,640 (@@), weekly pba © ® >) cane), 


Phillips, Maine Woods, joods, week! J. W. Brack- 
ett. Average for 1902, 5,416 

Portland, Evening a, Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 


Baltimore, News, dail ar Eveni Pub- 
lishing Co. Average t 41, ~ - san, Janu- 
ary / to September 30, 1903, 44,88 

srasnampounrsa 

Boston, ste be ot ) (412) Boston's 

ea table paper. La it amoun: nay -day adv. 


Boston. Globe, average f: 
Daily, 196.579; Pagid <Bt0-206 Sr tee. 
First 9 dy. 195,292, Sy. 297 
Largest ot cireutatian in New 
Adi isements go in morning and afternoon 
editions for one price, 


Boston, New Fngland eget ee monthly. 
amano Oe, pubs. _Average 1 21,580 (4). 


Boston, Pilot, every Saturday. Roman Catho- 
lic. Jas. "jeffrey Roche, editor. 


(® 
Boston, P. dy. Average for, vw 174.178 
gis “40. for Aug., 1908, dy. 18%, £4, sy. 169. 
Largest p.m. or a. m. cate New d, 
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Boston, Traveler. John H. Fahey. Established 
1824, Actua: daily average 1902, 78,852 (413). 
For first six months 1903, 76,409, 

East Northfield, Record of Christian Work 
mo, Av.for yr. end’g March, 1908, 20.541 (425)' 
Daily Times. Average for 1902, 
rat seven months 193, 6,629. 


Pub- 


ora 
6,247 fi 
Seanties. Telegram, ‘dail ly. Tel 
lishing Co. Average for 1902, 6,7O1 (428), 
Salem, Little Folks, mo., juvenile 
Cassino. Average for 1902, 75,250 (434). 
Springfield, Good Housekeeping, me. Ave. 
for 1962, 108,666 (436). ‘or year end. April, 
1903,119,000. All advertisements guaranteed. 


eerie. Republican ( (435). Aver. 1902, dy. 
15,406 (©©), Sunday 18,988 (@©). wy. 4,17 
Woreester. Evening Post, daily. Worcester 
Post Co. Average tor 1902, 10,556 (439). 
MICHIGAN. 


Adrian. Telegram. D. W.Grandon. Av. for 
1902,1,270 (440). Av. 





8. E. 


a 
a 9 mths. in 1903, 8,650. 


roit, Free Press. Average for 1902, daily 
as $52, Sunday 51,260 (450). 


Detroit, Times, daily. Detroit Times Co. 
erage for 1902, 27,657 (450). 


Grand Rapid 





Av- 


Evening Press, dy. Ave 


for 1962, 88,216 (456). First 8 mos., 1903, 86,184. 
Grand Rapids, Herald. daily. Eugene D. 


Conger. Average for 1902, 20,156 (456). Only 
mere and only Sunday paper in city of 

werage daily issue for & ember, 1903, 
22°831. Advertising rate, 24% cents per agate 
line now—will be increased creased January, 1904. 


Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1902, 8,887 (461). Av- 
erage for first six months 1903, 4,828. 


Jaekson, Press and Patriot. Deis “Te e 
1902 5,082" (461); for July and Aug., 1! s4i. 


Kalamazoo, be 02.dy. 7, Aes, -wkly 
2,579 (462). To Oct. 1, 08, d. 8,424, s.-w. 8,414 
Saginaw, Evening on daily. Average for 
1902, 9,848 (473). September, 1903, daily 12,889. 
Saranac, Advertiser, week! Ls % Johnson. 
No issue in 1902 less than 2,0 (474 


MINNESOTA. 
Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1902, 62, 4 (498). Act- 

ual average July-October, 1903, 74,88 


winzespelia. Farmers’ Tribune, twice-a-week. 
W. J. Murphy, pub. Av. for 1902, 74,714 (496). 


Minneapolis, Journal, only. Journal Print 
ing Co. For 1902, 54.628 (495 


Minneapolia, N. W. A eS s.-mo. Feb., 
03, 78,168 (498). 75.0 5.000 guard. 35e, agate line. 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 


Minneapolis, Svenska Amerikanska Posten, 
weekly. Average for 1902, —_— @ Ke 


Minneapolis Tribune. V b. 
Average for 1902 “aay, aasare 60); Sun- 
day, 56,8. months to Nov. 1, 1903: 

Daily Té,08i, Sunday 60,598. Est. 1367 
Daily average ober, 8. 
The only Minnoapotis daily listed in Rowell’s 
American Ne'rspaper Di 
that publishes its ts olvculation down 
to date in - Honok, or else- 








wi yee is one of =e 

nine Amer’ ie aboolut 

circulation e ‘wnich tJ olutely 
ranteed 


lewspaper L yo 
ments go in both morning and evening editions 
Sor one price. 


*| for year ending April 30, 1903, 1 


Minneapolis, Western 


Progress, mo., devoted 
to \\estern interests. Av. for 1902, 10,600 (500), 


a. Paul, Dispatch, dy. Aver. 1902, 49,052 
@ Present aver. 58, 181. ST. PAUL'S LEAD- 
ING NEWSPAPER. 


St. Paul, Globe, daily. Globe Cos publishers. 
Actual average for 1902, 22,825 (505 


St. Paul, News, dy. Aver. 1902. ai (505). 
First 9 mos. 1903, sworn average 84,081 net. 


Paul, Pioneer-Press. Daily averaze for 

1902 84,151, Sunday 80,986 (506). 
__St. xeon, bg! peemee, : v ScmnO. Est. 1882. 
Sub. 50c. rof. Th. & av. year end, 
Feb., 03, énete co ict. eanane av. 80,000, 


Winona, Sepheeee and Herald, daily. Aver- 
age 1402, 8,20 (512). Av. | Av. past 6 mouths, 4,109, 


Westlicher Herold. Av. 1902, 22,688; Sonntags 
Winona, 28,808; Volksbl. des Westens, 28,826, 


ESOURE. 
verage for 1 


Carthag Daily 
1,411, weekly 2,880 (690). V (530). *w “. Sewall, aie 


Joplin, Globe, daily. Aver at me, 9,414 
(541). E. Katz, Special Agent, 





Resees ts Journal, d'y ard w’y. Average 
for 1902, daily 56,876, weekly 161,109 (641). 


Kansas City, Week! <p ~~ Trade J'rn’l. 
Av. Aug., 02, 9.187 ( y. § mos. "03, 9,895. 
Kaneas City, World, daily. Aver, 1902, 62,. 
978 (542). First 9 mos. 1903, aver., sworn, 61,452. 


Mexico, American Farm and Orchard, agric. 
and hortic.,mo. Actual grunts for 102, 4,888 
(549). Actual aver. May, June, July, 1903, 15,667. 


&t. Joaeph, Medical Herald, month'y. es 
Herald Co. Average for 1902, 2, 475 ( 


St. Joseph, 300 8. 7th St,. Western ‘ne Grow. 
r,m’ly. Aver for 1902, 28,287 (557). Rate séc. 
per line. Circulation 80,000 copies guarant’d. 


a: ins Medical Brief,mo. J. J. Lawrence, 
M.D., ed. and pub. Av. for 1902, 88,058 (563). 


National Farmer and Stock Grower, mo. Av. 9 





mos. end. Oct., 03, 105,500. 1902, 68,588 (563). 

St. Louis, The Woman's M ne, monthly. 

Women and home. Lewis Pub. Proven aver- 

age for 1902, 908,888. Act ctual p ren average 

ae A Oe, te, . fan 1,115, 76 ream menting 
guarant 

1, 500,060 copies full count. Largest circula- 
tion o, any icat in the world. 

MONTANA. 
Anaconda, Standard. Dail, for 


1902 
11,204 (572). MONTANA’ SB. ST NE SPAPER. 


Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average "for 1902, 10,101 (573). 


Helena, Record, evening. Record Pubitshing 
Co. yey my for 1902, 7,974 (574). Average Jan 
uary ist to May 3/st, 1903, 10,209. 

NEBRASKA. 

Lincoln, Deutsch-Amerikan Farmer, yes 

(590). Av. for year end. end. April 30, 1903, 144.55. 


Lineoln, Freie Presse, we weekly (59). Average 
554. 








Lineoln, Nebraska Teacher, Tron E100. Towne 
& Crabtree, pub. Ave for lt 

Lincoln, Western Medical Review, mo. Av. yr. 
= May, 1903, 1,800. in 1902, 1,660 (591). 


maha, Den Danske Pioneer, wy. Repke us F. 
Noble Pub. Co. Average for 1902, 28,478 (504). 


Omaha, News, daily. 





Aver. for 1902, 82,777 
First 9 mos. 1903, sworn aver. 40,055, . 


(604). 
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NEW HAMPSHIRE. 


klin Falla, Journal-Transcript, weekly. 
towne & Robie. In 1902, no ist 0 issue less 8,400. 


Manchester, News, ws, daily. Herb. N. Davison. 
f 
Average {orf Biwart N.Y. Rep., 150 Naseau St. 


NEW J SASSY. 
Park, Press L. Kinmonth, 
sptnary Port July 31, 05,8, t08- eee. 


Flizabeth, Evening ; Times. Sworn aver. 1902, 
8,885 (616). 6 mos. 1903, 4,288. 
Elmer. Times, weekly. 
for 1902, ern (616). 
Observer, daily. Actual average 
wets OD 97 (619); Sept., 1903, 22,751. 


Jersey City, Evening Journal, dy. Average 


for 1902, “7, 5 2 (619). 1st 6 mos. 4903, beeen 


Newark, Evening News. Even 





8. P. Foster. Average 


Co. Av. for 1902, dy. 50,406, Sy. 1 915 (ea). . 
Newmarket, Advertiser:’ Guid =, ya 
Day, publisher. Average for 1902, 41 (623). 


NEW Seam. 
Albany, Journal, evening. rnal Co. Av- 
erage 192, 16,109 i654); pres  #. ong 


Alban Times-Union, ever ev ming. Estab. 
1856. Average for 1902, 25.204 (635). 
a henten, Evening Herald, daily. Evening 
erali Co Average for 1902, for’ 1902, 10,891 (638). 

Buffalo, Goumee. morning ; Enquirer, even- 
ing. W. J. Conn Average for 1902, morn- 
—¥ ea evening 80,44 80,401 (641). 

Buffalo, Evening News. Dy. av. pone, 74,284 
(641). sett @ Thoms mpeon, Re Rep., N. Y. & Chicago. 
Corni Evening Leader, Leader, énity. Average for 
1902, LOek (ut). 7). September, 1903, 5,955. 

Cortland, Democrat, weekly. F. C. Parsons. 
Actual average for 1902; 2, 22S (647). 





uaraeed Dye Star. ee 

Guaraute vit warns 

i nti Y. Rep., 150 heen ‘ot 
sake ee daily. Ith Ithaca Publishing o. 

Average for 1902, 8,116 (658). Av. for Sept , 


4,506. Leith d& Siuart, N.Y. N.Y. Kep., 150 Nassau 
Newburgh. News, dy. Av. for 1902. 4,257 
Guaran: byagidactl or personal 88 en 


New ye City. 
American Engineer, R. M. Van Asoo 
pub. Av. 1902, 8,816 (681). At (681). T-a9. 40 mos, '03, oe 
American Machinist, w’y, 


(Also European ed.) Ay. bgt hy ery ‘Gown (610). 


Amerikanische Schweizer Zei tung, eB 
Pub. Co.,62 Trinity pl. Av. for 1902, 15.600 (71. 
Automobile Magazine, arty io itomobil 
Press. Av erage for 1902" 8,71 8,750 vr. ae 
Be Rowton, monthly. W. R. G ry Co., 
publishe Average for ego ‘Aner: 
ode ate mthe end. ady 34, 1903, 4,416. 
's Magazine, family monthly. Ben- 

at = Average for 1908, 479 ). 





Caterer, thi: Catere Pub. Co. 
Clubs, and high class - a 4 ‘FF r— 
— with August, 1902, 908, 5,888 on 


eerful a month! W. Willi 
Pablichies 2 ‘o. Average for To0e, S01 208,888 (687), 


Clipper. week! een Pub. Co., Ltd. 
Average for ine 6.642 844108) (673). - 


raittpeatos nm mo. mmo, 9 Butterick Pub. 
Bet, 16a Ae ‘Av. 1908, 721,90 
dren fore months endi 


Co., 
9 (688). Act. ae 
ending June, 1903, 876,98 


Av. for 1902, 6.055 Hl). | 





El Comercio, mo. Spanish 
ard Clark Co. Average for 1902, 


Electrical Review. weekly. Electrical Revi 
Pub, Co, pal for 1902, or 1902, 6,212 ©o) ea. 


~ Mining Journal, weekly. 
average so 1902, 1902, 10,909, @®o) (674). 


rward Association. Aver- 


J. 
857 (689). 


Est. 


Forward 
age for ie, 81 $1, ‘oo won. (607). 
Frank Leslie’s Popular pular Monthly, Frank josie 
blishing House. Actual av. for 1902, 2 
(600). December, 1903, edition, 258,650 


Hardware, semi-month] Average for 1902, 
8,808 (683); first half 100s, 0,862, 


Morning Teleg Daily Jeleeraph 
Co., pubs. Average for’ 1908, or aph. daily. Daily Te 


Music Trade Review, music trade and art week- 
ly. Aver. for 1902, 5,452 6 (677). 
Pharmaceutical Era, weekly, pharmacy. 
Haynes & Co., pubs., 8 Spruce street. (6) (629), 
Pocket wt of Railroad Officials, aly. paw 
Transp. Av. 0, 17,696 (7 (702) ; av. '03, 17,992. 


Police Garenicto, ~ weekly. Police cisauil 
Pub, Co. Average for for 1902, 8,650 (679 ). 


Printers’ bah, were. A} ely. A journal for advertis- 
Est. 1888. 


er 00 pe Rowell. 
qieskwe tor 1908, 18,907 (679). 


& 


Railroad Gazette, railroad and engineering 
weekly. 83 Fulton street. Est. 1866. (OO) (680). 
The Central Station, on, monthly. H. C. Cushing 
Jr. Av. for year ending May. ing May, 1902, 8,488 (687). 
The Iron age, weekly, guckiines 1855 ( ) 
(676). ore than ‘ton the i 22 
” loation’t in n the hardware, iron, Lot... 
metal trades. 


au 
Printers’ Ink vy ~ a sae Le. Sugar 


Bow! to the Iron Age, ¢ 





“ing one trade paper in the 
e Uwiked states of America that, taken all in all 
“ren its service and best 
* serves tts purpose as a medi 

“ tion witha @ specified class.” class.” 


The New York Times, daily. Adolph 8. Ochs, 
publisher, 1902 A (© ©) (669). “i 


Wilshire’s Magazine. Gaylord Wilchi te 
128 F. 23d St. -_ av. ending Sept . 3. 
(1088), Actual av. first eight mos.. 1903, 100,625. 


1d Comment, mo. Law. Av. 
oF as $0,000C C15): 4 years’ average, 80.186. 


Rehenectady, Gazette, di ity. A. N. Tiecty. 
average for 1902, Root Te Average for the 
th of August. 1903, 08, 18,011. 
Utiea, National ‘Electrical Contractor, mo. 
Average for 1908, 2,292 (723). (723). 


Utiea, k iy. Otto / A. Meyer, publisher. 
Average for 1m 00 41 1818 (723). 
Warsaw, Western New Yorker. weekly. Le 
A. Cass. publisher. Average for 1908, 8,4 3D. 
Wellavilie, Reporter. Re Reporter Ptg. House, 
pub. Av. for 1902, dy. 1,044, s.-wy. 2,744 (728). 
Whitehall. Chronicl k 
‘ pelt Son pt ly. Inglee & Tefft. 
NORTH CAROLINA 


aks 1 
Seas aa Te PS Tae 
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Raleigh, Biblical Recorder, weekly. Average 
1902, Tbe. Six months 1903, 8,6. L 


NORTH DAKOTA. | 
Grand Forks, Normanden, week! orman- 
den Pub. Co. Average for 192, 4,8 S80 (744). 


Berald, ay. Av. vier 4.550 (744). Actual a 
Sor 03, &, G2 h Dakota's BIGGEST 
D. * La Coste % Maswell N. Y. Rep. 


CuO. | 
1902, 


Journal. ave 
z,800% 5180) es Year ending Sept. 3 rd 1903, 8,065. 


Ashtabula, Amerikan Sanomat, w *y. Aug.Ed- 
Average for ir 1902, 8,5 8,558 (7 762). 


Cineinnati, Enquirer. Established 1842. Daily 
(©@), Sunday (© Dae). Beokwith, New York 


Cincinnati, Phonographic azine 
Phonog. Institute Co. Av. tor 190m i S108 (764), 


Cincinnati, Trade Review, nr. Highlands & 
Highlands. Av. for * 1902, 2,5 2,584 (765). 

Cincinnati, Times-Star, ay dy. Cincinnati Times 
Star Pub. Co. Act. aver. Jor 1902, 148,018 (761) 
Act. aver. for first six months 193, 147,60 

Cleveland, Current Anecdotes ( ae 
Mag.), mo. Av. yearend. rend. Sept., 1902, 11,875 (768). 


picigmbee, Press, d: ally. democratic. Press 
Printing Co. Actual av. for 1902, 24,989 (770). 


Columbus, Sales t, monthly. E. L. Moon, 
publisher. Average fo © for 1902, 4,958 (77). 


Dayton, News, daily. Ne News Publishing Co. 
Aversge for 1902, "16,520 (773). 


Br t 





Philade tae. American Medicine, - AV, 
for 1902, 19,827 (865). Av. Me Av. March, ey a 


Philadelphia, Camera, month} v. 
Chambers. i Average for 1902, for 1902, $.t48 (71) io 


ot natelphin, Farm Jour courses, pe mentee Wil- 
r Atkinson Com DY. pub Average 
for | 1902, 528,127 ( PPintere’” Ink awarded 
the seventh sugar to Farm Journal with this 
ton 

* awarded June 25th, 1902 

“ Printers’ Ink, ‘The Litt 

a master’ in the Art of 

re «Advertising to the Farm 
fter acanvassi 

“of merits extending over © 


“period of half a one all 
those published dn the United Bate ios 


“pronounced the one t best serves io pa hn 
“asan ‘ond Sor the agricultu- 
“ral population, and asan effective and th thon, 
wi 
“ through its a hortioing columns.” 
pa node hie, Grosesy World, wy. Groce 
Co, y. r 192, 9,408 (867). Average first 
pee te jn ?, 780. 
Philadelphia, Public r, daily. Adolph 
8. Ochs, publisher. OO) rN 
why nteaciphie, Reformed | Church Messe: nger, 
306 Arch st. Average for 1902, 8,574 (868). 
p Philadephia, bom shy School } woekty. 
verage for ). ‘Oo 
4, 1903, 108,057. Religious P ress Asso" Phils.” 
Eetodsinhte, | The Evenin 
Bulle 


verage for | 
sworn, n 180,460 (on) copies daily, 
Average 











— Ree 903, "neon cons ot, 
4 

Laneaster, Fairfield Co. Re Repettienn. In A 141, 196 , net paid. 
ust, ’02, no issue less than 1,6: for 2 years ( apa pollens 2 ion iqures 
Springfield, Fa Farm and Fireside, preening surned end fres are net all da eres, omens ve 
aera, & Se. Acteale uae iP 1908; | Philadelphia maper states or prints its net 
pT gh Se teeten oreo ‘or first siz | Houres. The in goes daily into more Phila 
delphia homes than any other medium. It has by 
“mm eld, Woman’s man’s Home many Ot the city circulation in 

household 6 a) ctu out. 1873. — av. for ia, oe 
598,60 ual average for first six PN ILADELPHIA a aney EVERYBODY 


r1005, 885,106 


Toledo Medical corer Surgical Reporter, mo. 
al average 1902, 10,917 (802). 8 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual — 
1902, 22,178 (813). Year end. June 30, ’03, yomoom 
Guthrie. Oklahoma State Capital dey. 
Average for 190, dy, 18.806. wy. ti bee (818) 
Year ending July 7, 03, dy. 19, 3 wy. 28,119. 


OREGON. 
Asteria, Lannetar. ©.C.C. Rosenberg. Finnish, 
weekly. “Average 1902, 1.898 (820 
Portland, Evening Telegram, ar. ( ‘ex. Sun). 
Sworn cir.’03 (8 mos.), 17,828. In "02, sop tenon 
Portland, Pacific Miner, semi-mo. ti 
ending Sept., 1902, 8,808; first 8 mos. ‘008 4,912. 


PENNSYLVANIA. 


end. Aug., 92, 
ly published tn Pittsburg.and is now continued un- 
the name of The American Home Companion. 


» tre re Democrat. wy. Averagefor 
1908 BBSO GS). Fires of sit wontae 1908, 3.750. 


Navitle, Courier, weekiv. Actnalav for 
100 UAE ON) The Courier ” haa ~ datly issue 
since Nov. 1902; statemet upon application. 
Frte. Times, dailv. Averace for be 10,645 
(43). E. Katz. Special Agent, New Y 
No iseue for your 
Warriebure. Telecranh, dv. 
end, Feb.. "os lese 7,500 (847). 


Sworn 
end. July, 03, 9,429. Average Sept., '03, 10,881. 





READS THE BULLETI 


Pittabu 
yen (875). 
Gazette, d’y and Sun. Aver. d’y 
1902, i doead ise 876). Sworn atem't on application. 
Pittsburg, Times, daily. Wm. H. Seif, pres. 
Average for 1902, eget (876). Average first siz 
months 1903, 64,8 
Scranton, Times, ry evening. 
Lynett. Average for 902, "19,917 ( 


Washi Reporter, daily. Jobn iow 
art, gan. mar = ‘average f for 1902, poses 


Weat Chester, Local News. w 
Hodgson. Average for 1902, for eon, 15,088 | 890). 


York, Dispatch, dail Et po a 
Co. “‘Teivage for 1902, 2 2.80 
May, 1903, 8,872. 


RHODE ISLAND. as 
Providence. Daily Journal. 15,975 (©O) (896), 
Sunday 18, Evening Bulletin 87,- 
581, a -§ ,, :  , - Journal Co., pubs. 


SOUTH CAROLINA. | 
. People’s Advocate, wee 
ee gy 8 1908, no isnt issue less than }, eon. 
bia. State, Gaily. State Co.. publishers. 
Averase for 198 YR.TTT (1). Datiy average for 
the first five aunieat? 903, 6,800 copies. 


SOUTH Bexers. 


pani ishers Actual a Eee A average — 8 eg 


aN » 1908, 9 


» CrenistoTelegsagh. Aver., 192, 
Sworn 


PP 








Edw. J. 
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mmiiaan tania 
TENNESSEE. Parkersbu Gaity. R. G. Hornor, 
Chattanooga, Southern Fruit Grower, mo. pub. Average cor 10 iw, 2,804 ( 7° 
Actual arena 1902, 11,204 = Rate,9 cents| Wheeling, News, d’y and oy. Pub. Co. 
per line. Average for September, 1903, 15,156. | Average for 102, d’y $,026, Sy s'ses rt 
Gallatin, Semi-week: pore In 1902 no isew 
less than 1,850 (923). First 6 mos. 1903, 1.425. | ili a ongi ee ong 
Knoxville, Sentinel ; rage 1902, lishing Co.’ Kverage for igo for 1908, isa B49 496 coms). 
= (G2). "Average September, 195, 10-011. Milwaukee, Badger, mor 


Co. A f: 4-4 pear os 
m d ‘o. Aver. for year en < (1082); 
of n mphis, Com! mercial 1 ADI a. coat ag — d since October, 0,000. Hat te, 30c.a 


day ae weekly T4,818 (2), Firet © mos. Milwaukee, Evening Wisconsin, pen 
= = eo Sy. 87,218, wy. 76,928. Wiscunsin Co. Av. for 1902, tor 1902, 20,748 0) coms. 
3 ore a hs Av. for year ending | Milwaukee, Journal, daily. go c 
Feb be i, ig.08 $078 (929) Av. for June, 1903, 19.- Av. end. Feb., 190%, 29,485 (1029). teos, 
v see to Roll of Honor. hkosh, Northwestern. daily. aoe a 1902, 
yrai » Christian A grt pom, Bigham | | 5,902 (1036). First 4mos 193, 270. 
& Smith. Average for 1902, 14, ate ia “Gaity, Journal Printing Co. 


EX — ths to 'y 1, 1903, 8,706. 
Dallas, Retail sean a mo, Jullan eg, any POE 
Capers, publisber. Average for 1902, 1,000 (944 (at Bis (10m). 97. og. July 3, 1998, 80,208 


—— P weekly. Post Publishing Co. 
Denton, Denton Co. Record and ara | | ,Waspece. Pot 35 588 (1044). 
w’y. W.C. Edwards. Av. for 1902, 2,744 (945). | BRITISH COLU 
BAS (ie). Ee. Katz, special age se oe” | Vancouver, Province, daily. W. C. Nichol, 
8, (046) — Agent, Hew Fore, publisher. Average for 1 1902. Vos (1051). 
La Porte, Chronicle, weekly. G. E. , apes, 
publisher. “hverage for 1902, 1,229 (964 ee. See P.& P. Co, 


Paris, Advocate, dy. W.N. Furey, pub. 1902 
no issue isgue less than 1.150 (959) ; ‘May. ™ 1903, 1,257. MANITOBA, CAN. 
Li = )¥- Nordwesten, German week] 


UTAH. Average 902, a ist 9'mos., 1903, 9,1 
Ogden, Standard. Wm. inoue, pe. Winnipeg. ly. Av- 
for 1902, daily 4,028, semi h— - ~ 8, Ten” erage tor 1 1902 2 all hy tk Sat. weckis 0.674 
(1054). Daily, first nine months 1908, 19,504. 
VERMONT. NOVA SCOTIA, CAN 
Barre, Le hy Ly fa F. E. anges AS Acer. 1902, ’ 64 
2,854 (97 4). Halifax. Herald and Evening Mail. Average 
VIRGINIA for 1902, 8,57 1 (1060); Aug.- -» 1903, 10,546. 
Norfolk, Dispatch, daily. Pally average for ONTARIO, CAN. 
1902, 56,098 (985). Aug., 1903, Toronto, Canadian Implement and Vebicle 


Trade, monthly. Average fo ‘or 1902, 5,250 (1087). 


WASHINGTON. Toronto, Star, daily. Ave for 1902, 14,- 
ae Saturday S) sor woe Frank | 161 (1084). Nine months 1903, 22,249. 
Average for 1 r 192, 5,886 (999 
Taeoma, Daily News, dy. A . av v. - pee 659 (1000). QUEBEC, CAN. 
Av, 9 mos. 1903, 14,080. Sat. 


issue 18,008. : Hentroal, Le Fees. Tee@ie tame 4 


ual 
a, Ledger. _ Dy. av. . 1902, 10,986; Sy., | Average to Sept. Ist, 1908, 75, 1903, CT TELOFE CU). 
4398. wy. 7,414 (1801). Av. 7 mos. 1903 ex 

12,5 ON s.£00; wr, 8.500, | , Montreal, Les Debats, wy. Ed. Charlier, ib. 
KC-Beckwith, top.’ fine B "N.Y. Chicago. | AY: 1902, 6,577. This paper is now 


der the name of Le Combat Jc Jou Sodependiont. 
WEST VIRGINIA. [gemeteer pa setcaiutiine te 


Kingwood, Preston Journal, wy | for "ag, dy, BS. Db OTS, & wy. a 418 (1093). Siz mos. 
Whetsell. Av. for 1902 10t; fet omoa, 06 1, TAB. | ond . May 3/, 63, dy. av. 65,147, wy. 122,157. 





a No Amount of Money can buy 
@@ a place in this list 








@@ for a paper not having 





BS the requisite qualification. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

t@ Issued every Wednesday. Ten cents a 
copy. Suvscription price, five dollars a year, in 
vance. Six dollars a hundred. No bac 


printed from plates, it is always pos- 
to tonne @ new edition of five hundred cop- 
tee toe ora at the same rate. 


. 8. 

> Ifa rson who has uot pai. for it is re- 

ceiving PRinTERS’ Ink it is because some one has 

subscribed in his name. pvery paper is stopped 
at the expiration of the time paid for. 


Cuarves J. ZinGG, 
Business Manager and Managing Editor. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Biil,E.C. 


NEW YORK, NOV. 11, 1903. 














THE purpose of advertising is to 
sell goods. It may aim for orders 
direct from the consumer, for or- 
ders from the retailer, jobber or 
agent, or may strive to create a 
demand which must be supplied 
the consumer by some middle man. 
At heart, these propositions are all 
the same. The only kind of ad- 
vertising that really advertises is 
the kind that takes the place of 
the man behind the counter or the 
knight of the gripsack, or the kind 
that helps these gentlemen to roll 
up bigger sales. | 

* 

Art won't do this—pages of 
pretty pictures may give the ad- 
vertiser fame as a connoisseur, but 
not sell enough goods to keep him 
in shoestrings. Fine writing won’t 
do it—many ads that have the pol- 
ished elegance of an Addison and 
the sparkle of a Macaulay don’t 
amount to shucks in producing 
practical results. Mere originality 
won't do it, for the worst mon- 
strosities in the whole advertising 
field are the fruit of an overmas- 
tering desire to be original. Nor 
will introspection along the lines 
of psychology and ethics avail, for 
that simply amounts to what Da- 
vid Harum would call “broodin’ 
over bein’ a dog.” 

* * * 

Advertising that sells goods is 
based on sound reason and com- 
mon sense. The man who pro- 
duces it profits by the methods of 
the live, up-to-date salesman. He 
goes after definite business—per- 
sistently, diligently and discrimi- 
natingly.. He knows what class of 
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people he wants to reach, and 
writes ads to reach that class. He 
doesn’t inflict a lot of technical 


EL jargon upon the uninitiated read- 


er, but puts the gist of the matter 
into simple, forceful, intelligible 


. language. He tells why his propo- 


sition is good in itself, and why it 
is superlatively good for the pub- 
lic that reads his advertisements. 
The man who recognizes that the 
mission of advertising is to sell 
goods uses judgment in placing his 
advertisements—wouldn’t run a 
$3.95 pants sale announcement in 
the official organ of the Young 
Woman’s Christian Association, 
or a Turkish cigarette ad in Dr. 
Dowie’s Leaves of Healing. 








Stncerity is like traveling in a 
plain beaten road, which common- 
ly brings a man sooner to his jour- 
ney’s end than by-ways in which 
men often lose themselves.—Til- 
lotson. 








Durinc the recent bankers’ con- 
vention in San Francisco special 
daily editions were issued of the 
New York Post, American Bank- 
er (New York) and Wall Street 
Summary (New York). 





Wuicw is the best daily 
newspaper in the United States 
from an advertiser’s standpoint 
to use for a general proposition 
appealing to the great middle 
classes of the country? Short 
answers will be published under 
an appropriate heading. 














PERMISSION was recently ob- 
tained by the New York Tribune 
to add nine floors to the present 
ten-story building occupied by the 
paper, and now a nineteen-story 
extension is to be built on a lot 
back of the Sun Building on 
Frankfort street. The completed 
structure will be an office building 
~ tg | more than 16,000 square 
eet 





NEVER run the same ad twice in 
the same paper. It looks as though 
you lacked argument, and also that 
strict attention to business which is 
so creative of good opinions.— 
Tengwall Talk, 











Tue business man who post- 
pones duties that may be dis- 
charged in the present shows an 
indolence that does ot augur well 
for his future success. It is the 
lazy Spanish peasant who utters 
the word “manana’—to- -morrow, 
whenever any sort of labor is ad- 
vised or suggested. 


Tue Etude, the Philadelphia 
musical monthly, has so long made 
a practice of stating its circula- 
tion to the American Newspaper 
Directory that there is no reason 
to doubt the publisher’s statement 
that the average issue thus far in 
1903 has been 73,339 copies. Theo- 
dore Presser feels confident that 
the whole issue for next year will 
be at least 1,000,000 copies. 


“One Ad “Here ‘Brings Another 
Because It Pays” is the headline 
across the page of the Boston 
Traveler's Want Ads, and from 
appearances it seems to be true. 
Papers which can build up and 
hold the want liners are the ones 
close to the hearts of the people. 
Boston has several such papers, 
viz.: the Globe, Herald and Tran- 
script, and the Globe probably 
leads them all. 


THE Chicago Tribune will here- 
after accept display advertising for 
the Sunday magazine and comic 
part at 50 cents a line net for three 
colors, and 40 cents a line net for 
two colors. Three colors are used 
on the outside pages. Twenty-five 
per cent extra will be charged for 
broken column matter and for cuts 
in single column. Copy must be 
delivered at the Tribune office ten 
days before publication. 


THE bulletin board advertising 
of Marquette Whiskey, referred to 
in Printers’ INK October 14, is 
to cover San Francisco newspapers 
as well, the designs by Xavier T. 
Martinez, the artist, being used as 
illustrations. The entire campaign 
is under the direction of the Barn- 
hart & Swasey agency, of San 
Francisco, and the scenes in the 
life of Pere Marquette used as sub- 
ject matter were prepared by Mr. 
Martinez at their direction, he be- 
ing in their employ. 
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ADVERTISING naturally follows 
enterprising. 


Don’t merely advertise. Ad- 


vertise strenuously. 


Tue advertiser who wishes to 
sell goods all the time ought to 
advertise all the time. 





WuicH is the best monthly 


publication in the United 
States from an_ advertiser's 
standpoint (considering rates 


and circulation), to reach the 
great middle classes of the 
country for a general proposi- 
tion? Send replies to the edi- 
tor of Printers’ INK. 














THE Wellsville, N. Y., Reporter, 
which joins the Roll of Honorwith 
this issue of Printers’ INK, has 
just entered upon its twenty- 
fourth year of publication, and it 
feels justly proud of its standing. 
The Reporter is the only daily and 
the only semi-weekly in Allegany 
County, a field which the two pa- 
pers thoroughly cover. 


Durtnc September the Cleve- 
land Plain Dealer’s daily average 
circulation was 70,370 (morning 
and evening), with 63,944 on Sun- 
day. These figures are so mate- 
rial a gain over the paper’s 1902 
rating in the American Newspaper 
Directory that they would look 
well in the Roll of Honor. During 
the same month 1,417 columns of 
advertising were printed, against 
1,393 for the nearest competing 
daily in that city. This is a gain 
of 374 columns over the same 
month last year. 


Tue University of Chicago 
Press calls attention to the fact 
that its several publications carry 
only such advertisements which 
the advertising department consid- 
ers in consistency with their pol- 
icy. The publications are: Burbli- 
cel World, School Review, Ele- 
mentary School Teacher, Botanical 
Gazette, Astrophisical Journal, 
American Journal of Sociology, 
Journal of Geology, Journal of Po- 
litical Economy, American Journal 
of Theology, American Journal of 
Semitic Languages and Literature. 
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WHEN the demand promises to 
be greatest that is the time to ad- 
vertise most extensively. 


In Portsmouth, N. H., a city of 
over 10,000 inhabitants, three dail- 
ies and two weeklies are published. 
All of them are rated “JKL” in 
the American Newspaper Direc- 
tory for. 1903. Such a rating in- 
dicates that the average issue of a 
paper is not supposed to exceed 
one thousand copies. In Taunton, 
Mass., a city of over 31,000 inhabi- 
tants, two daily papers are pub- 
lished, and each of them is rated 


“JKL.” 


O. C. Honce, an advertising bar- 
ber at 514 Boyce Building, Chi- 
cago, issues a blotter bearing talk 
that is a bit slangy, but neverthe- 
less convincing. “Cleanliness is my 
long suit,” he says. “Every cus- 
tomer is treated with towels that 
are as sweet-smelling and clean as 
a newly-washed baby. Two of 
them (towels, not babies) go with 
each shave. I have two assistants 
who are the best that money could 
hire. They are like myself—'way 
up in the profession, but lacking 
in the ‘chin’ that is so prominent 
in other barbers. I’ve got every- 
thing that is usually found in first- 
class barber shops except graft 
games and extortion. If you doubt 
me in any of these statements, 
come around and I’ll make good.” 





Tue fifty-ninth Sphinx dinner 
will be given on Wednesday, No- 
vember 11, at the Waldorf-As- 
toria, at 7 p. m. sharp. The sub- 
ject for discussion on this occa- 
sion—“The Parcels Post in Its Re- 
lation to Advertising’—is of the 
most vital importance to advertis- 
ers, publishers and the community 
at large. The principal addresses 
of the evening will be made by 
the Hon. Henry A. Castle, Audi- 
tor P. O. Dept., and J. L. Cowles, 
secretary of the Postal League. It 
is also expected that the following 
named gentlemen will contribute 
interesting and instructive infor- 
mation relating to the subject in 
question: C. W. Post, Col. Albert 

Pope and Patrick Farrelly, 
president of the American News 
Company. 
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Judge will issue a handsome 
Thanksgiving number, for which 
the advertising forms close No- 
vember 16. 


M. Lee STarKE, the specialagent, 
has prepared two valuable articles 
on newspaper advertising, one en- 
titled “Daily: Newspaper Space as 
an Investment,” and the other, 
“Publicity for Profit.” The arti- 
cles have been issued in pamphlet 
form for gratuitous distribution, 
and any reader of PRINTERS’ INK 
can obtain one or both by address- 
ing M. Lee Starke, Tribune Build- 
ing, New York City. 








Successful Advertising 
How to Accomplish It. 


RPPPPAAP PAID PAPAL IPPPPD 


A Book for Retailers and 
Young Men who Begin 
the Study of Adver- 
tising. 


Price $2.00 


Where the usual volume on 
retail advertising quotes stale 
advertising phrases and gives 
hackneyed specimens, Mr. Mac- 
Donald’s book searches out the 
inner advertising principles of 
each business, and sets it forth 
clearly and briefly. His matter 
all through the book is distin- 
guished for compactness and 
clarity,and is written in a 
sprightly, forceful way. 





The above book will be sent 
postpaid to any address upon 
receipt of tw> dollars. Ad- 
dress Business Manager, Print- 
ers’ Ink, 10 Spruce St. , New York 























ADVERTISE much but not many 
things at one time. 


Mr. Joun H. Fauey, for many 
years New England manager of 
the Associated Press, and who re- 
cently became editor and publisher 
of the Traveler, has now been 
joined in the management and 
control of the paper by Mr. Frank- 
lin Coe, an experienced newspaper 
man, who comes to the Traveler 
from the advertising department 
of Collier's Weekly. Messrs. 
George A. Litchfield, Fred E. 
Litchfield and Everett S. Litch- 
field, formerly identified with the 
management, have now no person- 
al interest in the newspaper or 
connection with it. It is the pur- 
pose of the new management to 
employ the best of modern meth- 
ods for the improvement of the 
paper, and to conduct the business 
in a spirit of absolute frankness 
and honesty. Hereafter the Trav- 
eler is represented iu the general 
advertising field outside of New 
England by Messrs. Smith & 
Thompson, Potter Building, New 
York, and Tribune Building, Chi- 
eago. 


THERE is plenty of hope still for 
the country editor and publisher, 
according to the Detroit Free 
Press. “Within our day and gen- 
eration many innovations were to 
ruin the country editor, and yet he 
increases in wealth and power. We 
can remember when, for the most 
part, he lived precariously, and 
soiled his only pair of trousers in 
making his own rollers. The great 
daily cannot be a local newspaper 
for every community in which it 
circulates. It can only keep the 
public informed as to the greater 
affairs of the world in general. 
Every community must depend on 
its local paper for reports of those 
more intimate events which it al- 
ways reads with the greatest eager- 
ness. As the population increases 
there will be more of this local 
news to print, and a corresponding 
increase in the demand for the pa- 
per. In fact, there are not a few 
metropolitan newspaper men who 
envy the rural editor his independ- 
ence, his freedom from the more 
mercenary cares, and his general 
happiness and good fortune.” 
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_ To monopolize you must adver- 


tise. 











Every advertising manager of 
a live, wup-to-the-times daily 
newspaper, who is convinced 
that his paper has a story of 
vital interest to the American 


advertiser, should tell it in 
PRINTERS’ INK—forcibly and 
often. Printers’ INK is read 


and esteemed by every success- 
ful advertiser in this country, 
and it covers its chosen field 
completely. The advertiser who 
reads PRINTERS’ INK every 
week is a believer in its con- 
tents and its advertisements. 
The newspaper which is brought 
to his attention through PRINT- 
ERS’ INK employs the brightest 
and most economicai solicitor 
to be had. Printers’ INK 
creates new business of the de- 
sirable sort. To make an ad- 
vertisement of a daily news- 
paper profitable and business- 
yielding through Printers’ 
INK, copy must have careful at- 
tention. Make the advertise- 
ment actually tell a story, how- 
ever brief. Gather the strong- 
est talking points your paper 
possesses together. It may be 
quality of circulation or quan- 
tity, and sonietimes both. Talk 
of the people your paper reach- 
es—their earning capacities— 
factories located in your terri- 
tory, the industries, the crops, 
geographical advantages, com- 
mercial centres—about anythin~- 
which throws light on the pur- 
chasing power of your readers. 
This can be done in a quarter- 
page advertisement, or as small 
a space as two inches. A quar- 
ter-page costs ten dollars cash 
for one insertion; a two-inch 
advertisement costs six dollars 
cash for one insertion. 

No good newspaper is with- 
out important facts that could 
profitably be set forth in Prrnt- 
ERS’ INK if only the necessary 
care were bestowed upon this 
task. Give this matter your 
careful attention and you will 
be surprised how much first- 
class material is found lying 
around you. 
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THERE are about 1,000 periodi- 
cals in the United States that are 
unknown to advertisers and omit- 
ted by the newspaper directors. 
These are amateur papers, pub- 
lished by boys and girls. Kight 
hundred of these “toy” editors, as 
the Sun calls them, belong to the 
National Amateur Press Associa- 
tion. An annual convention is 
held for discussion and social in- 
tercourse. The last was held in 
July at Chicago, and attended by 
300 members. Next year’s is 
scheduled for San Francisco. The 
association was founded twenty- 
eight years ago by James M. Beck, 
now Assistant Attorney-General 
of the United States. Mr. Beck 
was an enthusiastic toy journalist 
in his younger days. It is said 
that even now he is very much in- 
terested in the fad and reads a 
good many of the papers, The 
owners of amateur papers say that 
the fad is an education as well as 
a pleasure, and the cost can easily 
be proportioned to one’s means. 
Some of the editors get out papers 
that are nothing more than leaflets 
ai irregular intervals. A majority 
do their own printing. Some 
print little magazines of twenty, 
thirty or even sixty pages with 
neat covers and containing stories, 
poetry and even small cuts. It is 
a condition that all the contributors 
shall be amateurs, that is, that they 
shall not write for a living. One 
publication of ambitious scope is 
catled Fiction, and is got out in 
Brooklyn by a young man named 
Wills. It is devoted to short 
siories written by himself and his 
friends. It is tastefully bound and 
costs him about $500 a year, as he 
does not print it himself. He is 
a young lawyer, and says that he 
gets fun worth twice that out of it. 
The president of the association, 
Foster Gilroy, is a young man who 
lives at Lansdowne, Pa., and gets 
out a paper whose typographical 
features would be a credit to a big 
printing house. It is called the 
Stylus. He has his own press and 
sets up every bit of type himself. 
Some of the papers now repre- 
sented in the association were 
started twenty years ago. None 
of them pretends to have regular 
dates of issue. In place of the 
date some of them print “Occasion 
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I.,” “Occasion II.,” or whatever is- 
sue it may be for the year. Per- 
haps the most pretentious amateur 
journal is the Vagabond, a 64-page 
magazine, which a man at River- 
side, Cal., gets out when he can. 


has a new ad- 
agency known as the 
States Advertising Com- 
pany. A general business will be 
conducted, The incorporators are 
J. Harbeck Frobisher, William H. 
Knapp and Frank Charcot, Jr. 


Paterson, N. J., 
vertising 
United 


Mr. Munsey’s Boston News is 
being promoted by a circulation 
scheme recently originated by an 
English weekly. Certificates rep- 
resenting $1,000 in cash have been 
concealed in various parts of Bos- 
ton, and a clue to the location of 
one certificate is given in each 
cuapter of a detective story run- 
ning in the paper. 

“BANK advertising is just as 
good an investment as the banker 
will find anywhere,” says W. Ar- 
thur Lydiatt, in Tengwall Talk, 

“but it requires just as much at- 
tention as do otier good invest- 
ments. If your bank is_ solid 
enough to stand the limelight of 
publicity, an invitation to the pub- 
lic, often repeated, to look into the 
security and facilities you afford is 
certain to be accepted by one and 
another, as your efforts in that di- 
rection continue. On Saturdays is 
a good time to run a special ad for 
the savings department. The best 
time to ask people to open a sav- 
ings account is when they have 
money in their pockets, and this 
most folks usually have on Satur- 
days. In the larger cities the ad 
might be run in the Sunday pa 
pers. In the case of a trust com- 
pany, there are many, many ways 
in which they can be of service to 
the public. But a small number of 
people know that a trust company 
can perform the functions of a re al 
estate agent—and in a much more 
satisfactory way—or that they ren- 
der a similar—though better—ser- 
vice than an investment broker—or 
that they serve the public as insur- 
ance agent, and in so many ways 
in connection with the handling of 
an estate, either as trustee or exec- 
utor,” 











Grorce BATTEN, head of George 
Batten & Co., was recently asked 
to write an article on advertising 
for a New York daily paper. 
When the advertising manager 
read Mr. Batten’s production, how- 
ever, he returned it with thanks 
and regrets, so it was published in 
Batten’s Wedge, the bright little 
periodical of the Batten agency. 
The portions of the article that 
apparently gave offence are as fol- 
lows: 

To me the constant wonder about ad- 
vertising is the cheapness of it—the 
amount that can be done for a small 
sum of money. Suppose a firm appropri- 
ates one million dollars for one year’s ad- 
vertising, this amount to cover the entire 
United States. There are 80,000,000 peo- 
ple in the United States. One cent per 
capita would be $800,000, so our large 
advertiser is spending only a trifle over 
one cent per year per capita. With this 
one cent per year what can he do? He 
will have quarter, half and whole pages, 
two to four times each week, in every 
good daily paper in the country; full 
pages and colored insets in all the lead- 
ing magazines each month; equally large 
and conspicuous spaces in all the illus- 
trated weeklies of large circulation, and 
in the best religious and agricultural pa- 
pers; whilst the announcements will 
stare from every billboard and fence— 
go where you will, turn whichever way 
you please, you cannot escape these an- 
nouncements, appeals, arguments-—they 
are ever present. I have analyzed the 
advertising columns of one of our most 
respectable dailies (Sunday edition), 
poosenee in a leading Middle West city. 

t contained twenty-three columns, or 
almost three pages of medical advertis- 
ing. Of this, seven and one-half col- 
umns, or nearly one page, were of the 
mort objectionable sort, and much of the 
remaining two pages had much better 
been left out. It had about four col- 
umns of legitimate financial advertising; 
it had also three and one-third columns, 
or almost as much, of a very question- 
able sort. Certainly it is fair to assume 
that the proprietor of the paper could 
not be induced to invest in these wild 
financial schemes. It has, under “Help 
Wanted,” positions advertised at salaries 
of from five hundred to five thousand 
dollars per year, and for addressing en- 
velopes or copying letters twenty dollars 
ver thousand to five dollars per hundred. 

8 it not fair to assume that the one 
page of questionable medical advertising 
discredited the two pages that were not 
so, and that the three and a half col- 
umns of questionable financial advertis- 
ing discredited the four columns that 
were straight? Think of the money 
drawn from poor people under the guise 
of these misleading “Help Wanted” ad- 
vertisements! The wildest of wildcat 
stocks and unheard of dreams of finance 
get their announcements in as good type 
and conspicuous places as the soundest 
investments. The gyp horse dealer can 
use any space and make any promise he 

leases. ublishers have taught the pub- 


ic to disbelieve advertisements. All ex- 
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cepting the most gullible are inclined to 
distrust them. The magazines have 
thrown out practically all of this class 
of advertising. be command and get 
a rate per line per thousand four to ten 
times higher than the daily papers, carry 
more advertising than they should, and 
yet yield splendid returns to their cus- 
tomers. Their readers have discovered 
that they can believe in advertising. 
NS 


J. Water Rotu, who has been 
with Charles H. Fuller’s agency in 
Chicago for the last ten years, was 
married to Lillian P. Dall, of Chi- 
cago, November 4 last. 











ADVERTISEMENT constrictors 
who insert their announce- 
ments in the classified col- 
umns of Printers’ INK ought 
to improve their own copy. 
Generally their advertise- 
ments are too brief and too 
vague. When a line of space 
can be had for ten cents it 
would certainly pay to be 
more explicit, to detail and 
specialize what one can do. 
The Little Schoolmaster re- 
ceives frequent inquiries about 
adwriters who can do this or 
that special work, and the 
query is generally accompan- 
ied by the remark, “We don’t 
find any one advertising this 
branch of work in PRINTERS’ 
Ink.” If an adwriter is a 
specialist in any line, or sev- 
eral lines of copy, he should 
say so. If he can write book- 
lets and circulars or cata- 
logues in preference to other 
work, he should let it be 
known. If medical, optical or 
other professional ads are his 


forte, state that. If scienti- 
fic, educational, financial, 
bank and trust companies’ 


publicity is what he thinks he 
excels in, put that strongly 
forward—it will pay to those 
who can actually deliver the 
goods wanted. The ad-con- 
structor’s ads ought to sum 
up his ability in every ad of 
his own, and the same copy 
should never run more than 
once. Mr. Ad-constructor, if 
you want business, attend 






















































carefully to your own copy 
and make the most of it. 
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Tue Pittsburg Dispatch pub- 
lishes each week five picture puz- 
zles, representing the names of ad- 
vertisers whose announcements ap- 
pear in the Dispatch each Sunday. 
Readers send in guesses, which are 
held until a certain day in the 
week, when a committee begins 
selecting the letters one at a time 
after the whole batch has been 
well mixed. The first correct 
guess gets a five-dollar prize, and 
all other successful ones have their 
names printed. 





THE managing editor of PRINTERS’ 
InK believes that good weeklies have 
their place. Many weekly newspapers 
are disregarded by the large American 
advertisers, and chiefly for the reason 
that the latter know too little or noth- 
ing about them. It is for the meri- 
torious weeklies themselves to dispel 
the advertisers’ ignorance and neglect. 


PRINTERS’ INK. 


newspapers which could profitably ad- 
vertise in PRINTERS’ INK, the weekly 
journal which is read by every large 
advertiser in the United States, You 
can build up a good business by going 
after it through PRINTERS’ INk. It 
will cost you less to go after it through 
PRINTERS’ INK than in any other way. 
The above quarter page advertisement 
would cost $10 cash, per one insertion; 
in special position (if granted) it would 
cost $12.50; smaller fractions of space 
pro rata. A single inch of space will 
make quite an attractive advertise- 
ment in PrINTERs’ INK, as the one 
here printed shows. A one-inch ad- 


MAINE WOODS 


Published Weekly at Phillips, Me. 
(Member Roll of Honor.) 

Average Circulation for Past Year, 5,416. 

MAINE WOUDS covers completely the 
sporting and hunting fleld of Northern 
aine and is su for all over the 
country. The odor of fish and game is in its 
pagmces its readers are people of taste 
and means. For rates and information, ad- 
dress J, W. BRACKET, Phillips, Me. 











THE LEWISTON, ME., 


WEEKLY JOURNAL 


A gold mark paper (@ ©). 


Is credited with an actual average 
circulation in the 1903 American News- 
paper Directory of 


15,255 Copies. 





The Lewiston, Me., Weext.y JourNAL 
was established in 1847. It has fora con- 
stituency the most intelligent and most 

rosperous sections of the State of 
late. Its readers are farmers, mer- 
chants and professional men. It circu- 
lates and is cherished in well-to-do New 
England families, who believe in the 
contents and policy of the paper. Such 
a constituency is a desirable one for every 
honest advertiser. There is no other 
weekly paper in all the Pine Tree State 
just like it in influence and quality, Its 
ered de circulation goes whol to 
regular subscribers. Rates not cheap, 
but equitable to all. Send for sample copy. 


THE LEWISTON JOURNAL CO., 
LEWISTON, ME. 











Make a vigorous educational cam- 

ign and lay facts, figures and data 
before the American advertiser. Tell 
him about the people your papers 
reach, what they do, and how much 
money they have to spend.’ There are 


influential and meritorious weekly 





vertisement, so displayed, would cost 
$3.00 per insertion; in special po- 
sition it would cost 25 per cent extra. 
A one-inch ad, contracted for one 
year, with copy frequently changed, 
would tell a running story fifty-two 
times, and it would be seen and read 
by the big advertisers, who spend 
annually millions of money. 


—$—+-o>——__—_— 
THE LITTLE SCHOOLMASTER’S 
CARTOONS OF SPECIALS. 

VI. 











R. J. SHANNON, 














WITH ENGLISH ADVERTIS- 
ERS. 


By T. Russell. 


When I was in Australia some 
five years ago, there was a vaude- 
ville artist there—I think his 
esteemed name was Woods—who 
called himself “the somewhat dif- 
ferent comedian.” It has often 
occurred to me since that this was 
a very happy catchword, and that 
it conveyed a designation to which 
advertising men might very prop- 
erly aspire, and for which they 
might seek with great advantage 
to qualify themselves. For after 
all, the art of advertising all lies 
somewhere around that idea. The 
advertising man who is always 
“somewhat different” seems to 
“get there.” 

* * * 

And yet one of the most famous 
critics and practical advertisers 
who ever wrote about the subject 
occupies himself in saying that 
there is nothing in this idea. I 
am conscious of the immodesty of 
an attempt to controvert the doc- 
trines and practice of so prominent 
a person as Mr. J. E. Powers. But 
after all, the controversial point is 
not who has the greatest reputa- 
tion in the advertising community, 
but what principles are most 
sound. Mr. Powers is at work 
here for the Fels Naptha people, 
and he is also seeking patronage 
as what he calls “business coun- 
sel’? (which I take to be the pro- 
fession in regard to business which 
corresponds to that of a barrister 
in regard to law), and he is cir- 
culating a little book, written and 
printed in the celebrated “Powers 
style,” about his various successes 
in the advertising world. He also 
sometimes writes to the daily pa- 
pers to explain some of the funda- 
mental principles of advertising. 

* * * 


And it is just here that T find 
myself, with a sense of unmeas- 
ured temerity, very seriously dif- 
fering from Mr. Powers. I do 
not complain because it appears 
to me that in laying great stress 
upon honesty as a needful and 
fundamental principle of success- 
ful advertising Mr. Powers some- 
times has a little the air of talking 
as if he were the only honest man 
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in the advertising business. This 
may be an unfortunate mode of 
expression. As Mr. Powers says 
that honesty is essential (and he 
has every right and every justifi- 
cation in saying so) to successful 
advertising, and as there are nu- 
merous successful advertisers be- 
sides Mr. Powers, I am convinced 
that he is too logical a man not 
to draw the inference that there 
are a good many honest advertis- 
ers. But when Mr. Powers goes 
on to lay down certain other fun- 
damental propositions in regard to 
the art, it seems to me that he 
overlooks one of the very things 
which have contributed to his suc- 
cess. 
« * * 

He appears, for instance, to lay 
it down as an irrefragable law 
that plain Roman type of a certain 
size (or a oertain proportion), 
without rules and ornaments, and 
without display lines, constitutes 
the one and only proper setting 
for an advertisement, and here 
Mr. Powers is not merely reac- 
tionary, but also oblivious of facts 
which ought long ago to have im- 
pressed themselves upon his mind. 
I am quite sure that Mr. Powers 
has worked the plain Roman rack- 
et very successfully, and has 
dragged many of his patrons out 
of the slough of despond. I am 
also sure that rules, ornaments, 
pictures and variegated type have 
been a great deal run into the 
ground by other advertising men. 
But I am also very sure that Mr. 
Powers’ advertisements have been 
repeatedly successful—his little 
book aforesaid makes no secret of 
the fact—not because they were 
printed in a particular face of 
type, not because they were free 
from the devastating ornateness of 
riany current examples, not be- 
cause they made a sort of special- 
ty of not being illustrated (like 
the Rechabites in the story who 
“held a festival and repaired to a 
large marquee for the purpose of 
abstaining from alcoholic liquor”), 
but from a totally different cause 
altogether. 

% * 

I seem to perceive Mr. Powers 
getting ready to blush. It is, I 
appear about to sav, the peculiar 
persuasiveness of language which 
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pervades these Powers advertise- 
ments. But no. Or the remark- 
able honesty which they betray? 
Again no; though honesty is a 
virtue and a highly necessary pol- 
icy. No, nor is it the Spartan ab- 
sence of liquor and tobacco as ar- 
ticles of merchandise. None of 
these things, but precisely the 
uality of being “somewhat dif- 
erent” in the matter of his writ- 
ing and display work. Those won- 
derful Macbeth lamp chimney ad- 
vertisements, and those other an- 
nouncements which have carried 
Mr. Powers’ clients to success, 
have succeeded because to a con- 
siderable extent Mr. Powers had 
a monopoly of his peculiar method 
of advertising. Every one else 
was using display type, rules, bor- 
ders and pictures. Mr. Powers 
came out with terse argument or 
suggestion in undecorated Roman 
type; he was “somewhat differ- 
ent,” and as there was exhibited 
no particular consensus of other 
advertisers to adopt his kind of 
type, Mr. Powers’ advertisements 
kad a conspicuousness entirely de- 
rived from their peculiarity. There 
was no special merit, other than 
legibility, about his type-matter; 
only other people didn’t happen to 
be using it in precisely the same 
way, and therefore Mr. Powers 
scored. 
* * 

But let us for a moment con- 
ceive of Mr. Powers as making 
his point. Let us suppose that he 
has impressed his ideas upon the 
advertising community in general. 
He has influenced many people 
here, often to their advantage. But 
imagine him influencing every one. 
The newspapers would be full of 
undisplayed advertisements in 
plai... uniform Roman type of 
about two sizes. Would they be 
all read—would they have as good 
a chance as, in their multifarious 
variety, they have to-day? Would 
a belated user of borders and pic- 
tures—some Abdiel of the adver- 
tising angels of the present Para- 
dise, who kept on his besotted way, 
unreformed, knowing not Powers 
neither regarding Fels—be snuffed 
out by the overwhelming superi- 
ority of the new school a 
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Not a bit of it! On the con- 
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trary, be his rules and ornaments 
never so fantastic, be his type 
never so various, his. advertise- 
ments would stick out, in all that 
sea of undiluted Roman type, like 
a poster, and he would get very, 
very rich — all through being 

“somewhat different.” Thus we 
find that it isn’t Mr. Powers’ par- 
ticular taste (and I agree that it 
is a very excellent taste) in typog- 
raphv that has carried his adver- 
tisements to success, but merely 
their difference from the bulk of 
their competitors for public atten- 
tion. 

* * * 

Of course all this leaves out of 
account Mr. Powers’ literary man- 
ner. But while I am at it (you 
may as well be hanged for a sheep 
as a lamb) I make no secret of 
the opinion that some of Mr. 
Powers’ advertisements about 
Fels Naptha soap are pretty bad. 
and I have said the same before. 
I think that a great deal too much 
stress is laid upon the readiness of 
the Fels company to give the 
money back if people are not 
pleased with their soap, and an un- 
conscionable deal too little on the 
properties of the soap itself. It is 
altogether impossible to ascertain 
from any one of the Fels adver- 
tisements in what way Fels 
Naptha differs from any other 
kind of soap (except in being 
spelled wrong); and I maintain 
that a_ self-respecting advertise- 
ment should not content itself 
with saying, “Try the goods. and 
if you don’t like them we'll pay 
back the price,” but should give 
people a chance of knowing what 
they are invited to spend their 
time in experimenting with. And 
however successful Fels Naptha 
soap may be, I shall never believe 
that all the customers possible 
have been found for it until the 
advertising shows some cause in 
favor of housewives deserting the 
kind of soap they have always 
been in the habit of using in favor 
of the new kind, about which the 
proprietors have nothing better to 
say than that if you don’t like it 
you can have the money back. 

A correct description of the 
goods in advertisements is an es- 
sential feature. 
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recogni: 
acard in the repre- 
Sralativs advortiomngjouren in the United States. 
Such advertisements cost ten cents per line net and 
areset in pearl. Count six words to the line. 
CHICAGO. 
DVERTISERS, consult us before placing your 
advertising and get the benefit of - bet | 
of ripest ex lence, which is essential to = 
successful advertising. Our siventioons’ ocket 
Gules F = for the asking. GUENTHER-BRAD- 
FOR CO. (Founded 1885), Schiller Bidg., 
aly 
NEW YORK. 
puscces ADVERTISING BUREAU 
PLACES YOUR ADVERTISING 
IN BresST PLACES. 
Established 30 years. 203 Broadway, New York. 
UDOLPH GUENTHER. Newspaper and Mag- 
azine Advertising. Special combination 
lists from $5.00 upwards, mailed on application. 
108 Fulton Street, New York. 
——_-+o+-___. 

A Book that talks convincingly about 
investments, both good and bad, is is- 
sued by Pelletreau, Cornell & Co., in- 
vestment brokers, Kalamazoo, Mich. 

_——_—_ +o 

“Be sure you are right, then go 
ahead.”” Sometimes a fellow has to go 
ahead a bit before he knows whether 
he’s on the right track or not. Every 
business is an experiment at the start. 
You’ve got to go ahead in the experi- 
mental state in order to determine just 
what course to finally take. Davy Crock- 
ett never put a breakfast food on the 
market—that’s evident.—Jed Scarboro. 
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etc. 
W. FE. THOMPSON, 
12 K. 24th St., New York. 
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Care of Printers’ Ink. 
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ag te up literature and 
letters. Clear, correct Engli , sound logic, 
tactful argument. Descriptive writing a spe- 
cialty. Werk. in leading blications. Manu- 
scripts criticised, rev rewritten. Good 
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letters. Specimen booklet free. Write er 
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jes, agverteing 
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grade ames 
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Suite 511, 309 Broadway, New r Tork. 
Suite 815, Pennsylvania Bldg 
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Suite 529, Mo i 
Suite 1326, Williamson Bidg.. Cleveland. 
Pioneer Bidg., Seattle. 

HEN YOUR WIFKt’s DIGESTION SEEMS 

BEYOND REPAIR, 

and all dici and tr its fail, get 
MAN-A-CEA, the Manganese Natural Spring 
Water. It immediately restores the digestion to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted— Physical and Nervous—the same as any 
well person. Weare not trying to fool you. It 
is the simple truth. Manganese in solution does 
it. It is simple, tasteless, harmless. The Creator 
made the rose. He made this water. Man can 
make neither. Do not think everything adver- 
tised a fake or fraud. Howelse are you tobe 
reached! Your homes cannot be invaded. Doc- 
tors are busy with their own affairs. Druggists 
and grocers sell what is called for. Try it Just 
Once for One Time. Send for booklet. Drug- 

, Grocers or BEN. K. CURTIS, Gen’l 
Agent, 13 Stone oSwent, 3 _— York. 
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BOOKLETS. 
E be = = design, engrave ana print for 
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THE KINSLEY | STUDIO. 0,200 Broadway, New York 
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TYPEWRITI WRITERS. 
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STOCK CU CUTS. 
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calendars 
st. 


oe CARDS. 


Larger lo lots at_lower prices. 
$2 ‘act COIN Mt LER CO., burlington. a Ia. 
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ARDWARE DEALERS’ MAGAZINE. Circu- 
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HOUSE-TO-HOUSE DISTRIBUTING. 


WE kk honest, intell it house-to-house 
distribution of advertising matter of all 





tively guarantee the service and cheer- 
fully make good where contract is vio! 
Ten years’ experience in handling national con- 


cts, 

Weare p eral ad mgiiows < of pieces monthly for 
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refer you Saeed answer inquiries and map 
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Stross WILL A. MOLTON 


DIS TRIBUTING AG ENOY, 442 st. Clair St., Cleve- 
land, Ohio. 


SUPPLIES. 


V D. WILSON PRINTING INK CO., Limited, 
« of 17 Spruce 8t., New York, sell more mag- 
om cut inks than any other ink bouse in the 
“Foetal prices to cash buyers. 
T TYPE —— CRY SUPPLIES 
NNING. 
25x30 Cottrell 2-Rev., air cushions, tapeless de- 
livery, table distribution. 
2x31 1 Campbell 2-Rev., table distribution, front 


fly delivery. 
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table distribution, tapeless delivery. 
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ADVERTISING NOVELTIES. 
Pi taciuain Pocket Af + 1,000 for $10, 
juding ad. like leather.” 
SON, 5th above Bet Philadelphia 
COAT HANGERS—NEW STYLES. 
Specially adapted for ee advertis- 
\ ices 
~~ BEI UMAR MPG. CO., Canton, Pa. 
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File. on cata tome eaches business and 
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DECORATED TED TIN BOXES. 


E of a package ofttimes selis it. 

r You cannot in Te beautifully tin 
boxes can be decorated and how cheap they are 
until you get our samples and quotations. Last 


— we mare, ne hoy other things, over 

xes and five million vas- 
eline boxes oat caps. Send for te tin desk re- 
minder called “ Do It Now.” It is free; so are 
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161 Water Street, 
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ADVERTISING MEDIA. 


2: ~ C.an inch puts tad ad in ANYBODY’s MaGa- 
) zing, Peekskill, N.Y. 


10° CENTS per line for goverticing in THE 
JUNIOR, Bethiehem, 


25 CENTS for 9 wordsi days. ENTEKPRISE, 
Brockton, Mass. Circulation, July, 9,060, 


DVERTISER’S GUIDE, New Market, N. J. A. 
pomal card request will bring sample copy. 


NY person advertising in PRINTEKS’ INK to 
the amount of $10 or more 1s entitied to re- 
ceive the paper for one year 


ADVERTISEMENTS and cuts, new daily. Re- 
tailers and bankers should use the best. 
Moderate prices. ART LEAGUE, New York. 


OPLERY swe, 25c. year; ad rate, 70 cents an 
play. Circulation, 3,0% monthly. 
WILLIAMS a METLAR, New Brunswick, N. J. 


a 7 PROGRESS! VE MONTHLY, Indianapolis, 
Ind. Best medium for those wanting to 
reach meats or the mail trade. Rate, l0c. Copy 
on request, 
TT HE BADGER, 300 Montgomery Bidg., Mil- 
wane, Wi1s.,a family monthly circulation 
we 000 coples, rate 30 cents a line. Forms 
the 2d. Ask your agency about it. 


name TALK, Ashland, Oregon, has a ran- 
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1,000 by the American ewspaper Directory. 
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WeLOouE VISITOR: $92 s. Troy St., Chicago, Ill. 


N1.Y 50c. per line for each insertion in entire 

list of 100 country papers. located mostly in 
York, New Jersey and Pennsylvania. 
DNTON PRINTING CO., 15 Vandewater st., N, Y. 


$1 WILL pay for a five-line adverticoment 
four weeks in 100 Illinois or Wisconsin 
weekly newspapers, CHICAGO NEWSPAPER 
UNION, 10Sprnce St., New York. Catalogue on 
application. 100,000 circulation weekly. 


66°nHIS FOR THAT’—Trade anything you 

bave for anything you want. ¢ our 
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—- ¥, 10 cents. “THIS FOR THAT” PUB. 
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1 00. 000 GUARANTEED etreulation, 25 
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OOKLETS and ee a circulars by the mill- 


fon our specialty. J . WHITING, Large Kdi- 
tion Printing and Ay New Brunswic NJ. 


| ef’ Hy are not satistied where you are, try us. 
e do all kinds of book and news 
printing romptly and satisfactorily. UNION IN 
NGC rie 15 Vandewater 8t., New Y 
i) NVELOPFS—6%-XXX, $1.35 1,000. wot 
4 with your name, business and address. Fine 
noteheads, statements or billheads, same a rice, 
ced Lg | - 2% hours. WILLCOX, Printer, 


7 — ee —_ 
ADVERTISEMENT CONSTRUCTORS. 
GOOD ads for a_groce store $1.00 
10 BAIT PUB. CO., Toronto, Cun. . 
AIL-ORDER ADV’G written and planned. 
a EUGENE KATZ, TZ, Boyce Bidg., Cuicago 
JRACTICAL, common-sense, bape ringing 
advertisements written, EST!LLE BLEY- 
THIN 3, 22 Munn Ave., E. Orange, N. J. 
}ENJAMIN SHERBOW, 3148 Euclid Avenue, 
+ Philadelphia, The making of the better 
sort of Business Literature ——ee 


H ENRY FERRIS, 


sciptio mark, 
918-920 rome Building, Phiadel 
Adwriter. bel, 








Quan, sonata are oupumne of busi- 

hat’s the eind 1 write, and at rea- 
sonable prices. N E. LEDNUM, 2349 N. 
30th St., iiadelph _ 


N°, poetry, no freaky sketches, no circus pos- 
ters. Nothing but sensible clear-cut, believ- 
able talks. L FINK, 16 South Fifth St., Philadel- 
phia. Booklet free—postals “noticed.” 


DVERTISING—the kind that increases your 
business—pays. It’s my specialty. Write 


for particular. 
F. H, LOVEJOY, Box 1, Roslyn, Pa. 


‘Rade wh rte booklets, catalogues, mailing 
cards, prospecences, form letters, etc., writ- 
ten, Sarees, printe te for free booklet 
“How We ney, yn Me ” ONY DER , JOHN- 
SON & HINDMAN, 904 ‘ribun iribune Bldg., Chicago. 


Last me — outa a brood o of brisk ads for your 
= 


raze copy for so many experienced 
oat critica. dvertisers that I know Fak | near 
ly what is best tosay. People |’ve helped have 
helped me. What I’ve gained is good, and will 
help me to help you to certainty in your adver- 
tisin, Write for an ounce or so of evidence. 
Do it now. JED SCARBORO, 657a Halsey St., 
Brooklyn, N. Y. 


T= best advertising is that which sounds as if 

it came from the interior—advertising that 

reads as if the writer believed it himself—adver- 

tising that has some enthusiasm as well as 

plausibility in it. 

For advertisements, booklets and letters that 

have these qualities, write to 
FRA NCIS 5 WINDSOR, 
4% La Saile Avenue, 
Chicago. 


DY ERT BING ENVELOPES—UNUSUAL. 
1 make a *pecial a rye Envelope- 


with . pertinent persistenc cannot be over 
looked hile certainly novel and liar 
there is p/ -R. motely “funy” about it. It 


are ysto be “funny” for oe iscriminate 

on, as it is #0 easy t pe regarded 
a, *and such rd is very, very costly. 

have made a number of these envelopes for 
seach people as consanely read this 
it you would care to them, write 
mea a letter (not open! card), and. if it suggest 
o bases ill gladly send you a lot by 


as 
I 


No. 2. FRANCIS. MAULE, 402Sansom St., Phila. 

















THE ROCHESTER EVENING 
TIMES. 


CIRCULATION GUARANTEED TO BE LARGER 
THAN THAT OF ANY OTHER ROCHESTER 
EVENING PAPER. 


Rocuester, N. Y., Nov. 2, 1903. 
Editor of Printers’ Ink: 

Mr. Logan and Mr. Puffer report hav- 
ing had a most interesting conversation 
with you on the subject of the Evening 
Times and its circulation claims, and it 
gives us much satisfaction to enclose 
herewith detailed statement covering the 
year ending October 31, 1903, showing 
an actual average circulation of 16,447 
for a year ending with October, 1903. 
If you have watched the progress of the 
Evening Times since it came into the 
hands of its present owners a little more 
than two years ago, you will have noted 
that we have relied very little on affi- 
davits, preferring always to furnish 
more substantial proof of our claims. 

As a little evidence of this, our invi- 
tations to come to Rochester for the 
purpose of making a critical examination 
of our circulation books, white paper 
bills, circulation cash receipts, etc., nave 
been accepted by the Association of 
American Advertisers, B. G. Greiner, 
of N. W. Ayer & Son; H. A. Porter, of 
the Ben B. Hampton Agency; Wylie B. 
wot of Wyckoff Agency, Ithaca; A. 
. Harris, of Dauchy & Co.; a 
Wolff, of Remington’s Pittsburg office; 
Harvey W. Bell, of Pettingill & Co., 
Boston, and if you care to do so, we 
should be pleased to have you ask them 
as to whether our statement that they 
found every one of our claims founded 
on fact is true or not. 

It would be a source of considerable 
satisfaction to us if you would send a 
representative to Rochester, as our guest 
from the time he leaves New York until 
he returns, for the purpose of making 
an exhaustive examination of our circu- 
lation claims, and we shall not confine 
him to the Times, but should like to 
have him make an equally exhaustive 
examination of tne circulation books of 
other Rochester newspapers, for we have 
no fear of the comparison. 

We shall be pleased to meet your rep- 
resentative personally, and we believe 
that such action on your part would re- 
sult advantageously to your patrons, for 
it would give you the real value of the 
circulation of Rochester newspapers, the 
relative value of which has been very 
materially changed during the past two 
years, or since the Evening Times be- 
= in fact an important factor in the 

eld. 

_ We trust that you will find it conven- 
ient to accept our invitation, and we as- 
sure you of our best efforts to make 
your representative’s visit to Rochester 
both pleasant and profitable. 

Very truly yours, 
Tue Eventnc Times ComPANny. 
J. E. Morey, President. 


Tue Rochester Evening Times 
says it “guarantees” that its cir- 
culation is larger than that of any 
other Rochester evening paper. 
Printers’ INK is inclined to be- 
lieve this to be the truth, None 


PRINTERS’ INK. 











39 


of the evening papers published in 
Rochester have a figure rating in 
the American Newspaper Direc- 
tory for 1903. The statement re- 
ferred to in the above was made out 
conforming to the requirements of 
the Directory editor, and it has been 
turned over to him for his revision 
for 1904, his thirty-sixth annual 
issue. 





a eel 
THE COUNTRY NEWSPAPER. 


It is a fashion among certain city 
dailies to ridicule the country paper, but 
it is generally the case that there is one 
evening a week that the city man looks 
forward to with zest. 

That is the night when he lights his 
old pipe, puts on his slippers and lies 
back in his rocker for a musing and a 
dreaming over his copy of the paper 
published in the country town where he 
was born and brought up. 

He ponders over the memories that 
these quaint items of the local news call 
forth, and the weekly perusal of the 
events of the burg bring to the reader’s 
mind old familiar scenes and forms that 
he is glad to keep ever green in his 
memory. 

And if the country paper prints this 
news in an attractive manner it has per- 
formed its mission well, even if its field 
is limited and there are no hair-lifting 
episodes to write up each week—simply 
the chit-chat of everyday life of those 
many of us have known all our lives. 

We fail to see why the fact that Bill 
Smith has recently shingled his roof 
may not be worth printing in the coun- 
try paper as well as having the stupen- 
dous fact heralded broadcast in a city 
paper in a two-column article that a pug 
dog of a famous actress recently died 
on a steamer, together with several il- 
lustrations of said pug dog and its sen- 
timental owner. 

The city papers that publish such stuff 
then will try to poke fun at its humble 
country contemporary because it has an 
article upon a big cabbage somebody 
has presented to the editor.—Amenta 
Times. 





——_ +o+ —___ 
See1nc to the heart of things at a 
glance; the power to set things side by 
side and draw comparisons; ability to 
foresee results and probable impressions 
of a given proposition—these are some 
of the intellectual tools needed by the 
successful adwriter.—Jed Scarboro. 








Displayed Advertisements. 
20 cents a line; $40 a page; 25 per cent 


extra for specified posttion—if granted. 
Must be handed in one week in advance. 


New York Dramatic Mirror 





121 W. 424 &t., N. ¥. Exatablished 1879. 
Largest circulation of any American Dramatic 
paver, 25 years established pre eminence. 1,0°0 


American oeenee, A 
Sold at all new nds. Commercial ads. per 
agate line : 18c. single, 17c. thirteen, 16c. twenty- 
six, 15c. fifty two insertions. Sample copies free. 
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CANADA. 


ANADIAN ADVERTISING is best d THE 


DESBAKATS ADVERTISING a0'Y, M Montreal. 





A well-known and reliable firm Ne J allow a 
responsible concern the use of its list of agents— 
compris: 
able consideration. Will allow use of addresses 
ony 2 a firm whose business does not conflict 
wit Ls of the owners of the list. so it is neces- 


sary 
facto’ 


invi 


VALUABLE LIST OF AGENTS 


some 35,000 canvassers—for a reason- 


to state your —— when writing. Satis 


references furn 
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Correspondence 
care Printers’ Ink. Every agent 
on list cnselied te during 1902-03, 








INFORMATION FURNISHED 


National Advertisers and all persons in- 
terested in outdoor display can secure de- 
tailed information about the members of 

d Bill s and Distributors, 
Po rates, facilities, etc. , through 


CHAS. BERNARD, Secty., 
Tribune Bldg., Chicago, Ill. 














IN EL PASO, TEXAS. 


In the latest issue of the Ameri- 


can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts tne accuracy of the 
Herald rating, but it has recently 


been made 
Times 


apparent that the 


rating is fraudulent.— 


PRINTERS’ INK, July 22, 1903. 














NORTH AND SOUTH 
UNITED. 


We have added to our 
USINESS 
8 i aicsedunaan 


With Over 200,000 Subscribers 


these papers of the Methodist-Episcopal 
Church, South, Nashville, Tenn.: 


The Christian Advocate 

The Epworth Era 

The dren’s Visitor 

The Sunday-School Magazine 

The Senior Lesson Quarterly 

The Intermediate Le-son Quarterly 
The Home Department Quarterly 
The Methodist Review Quarterly 


with about 840,000 subscribers in the 
Methodist homes of the South, 


We Shall Be Pleased To Hear From You. 14 
THE RELIGIOUS PRESS ASSOCIATION, 























901-902 Witherspoon B'dg., Philad’a, Pa. 


An Investment 
in Your 
Own Business. 


The best and safest investment 
a man can make is in his own 
business. 

We would like to interest you in 
a small investment which will re- 
sult in your doing more business 
than you are doing now. 

Floor space which is unpro- 
ductive represents an actual money 
loss. 

A piece of machinery that does 
not work as fast as po-sible every 
minute during working hours is a 
money loss. 

Every time you lay off a man 
because there is nothing for him to 
do you are losing the money you 
might make on that man’s labor. 

The way to make money is to 
have just as many people working 
for you as you can possibly find 
room for—the production of the 
largest possible output every day 
in the year. 

If you could do more business 
with your present facilities and 
without increasing your dead ex- 
penses, that additional business 
would be mighty profitable to you. 

If such is your situation, we 
would like to introduce to. you 
what we call our Mail Drummer 
System, which is the best method 
yet devised for securing orders 
through the medium of the mails, 

It won’t take much of your 
time, and it won’t cost you very 
much money, but it will produce 
results. 

If interested, write us a letter 
and tell us so. 

Also please bear in mind that 
we do everything in the way of 
advertising, do it quickly and do 
it well. 


THE GEORGE 


ETHRIDGE COMPANY, 
33 Union Square, N. Y. City. 
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THE SECOND LARGEST 
GERMAN CITY 
IN THE UNITED STATES 
IS PHILADELPHIA. 


She has 
300,000 of them. 


The German 
Daily Gazette 


Reaches 47,000 
German families every 
morning and evening. 


924 Arch St. , Philadelphia. 











The Evening Journal 


JERSEY CITY, N.J. 


GROWTH in 1903 


in 
SIZE FROM 10 to 14 pages. 
ADVERTISING of 24 per cent. 


CIRCULATION from 17,532 to 
18,407. 

THE ESTISMATION of its read- 
ers that it has grown in every 
quality that makes a paper 
valuable. 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 
A HOME and nota 
STREET Circulation. 














Newspaperdom 


On October 29 published 1,148 inches of Newspaper 
Advertising — Advertising of some of the leading 
Winning Dailies in the country. 

We know of no other single issue of any publication 
which contained one-half as much newspaper publicity. 


Newspaperdom 


The Journal of Newspaper Publishing and Advertising, 
reaches the leading General Advertisers in the country. 
Sample copy and rates on application. 
Our Bureau of Publicity contains just the information General 
Advertisers need in selecting mediums. 


Newspaperdom Publishing Company, 


150 Nassau Street, 


New York. 














BY GEORGE ETHRIDGE, 


READERS OF FRINTERS' 


A great many articles can be ad- 
vertised successfully without the 
use of a picture of the article ad- 
vertised, but a wagon doesn’t seem 
to be one. 

It would be difficult to imagine 


BAILEY'S 


mtic 








a good wagon ad with no wagon in 
it. It may be that there is some- 
thing particularly appealing about 
the picture of a wagon, particular- 
ly with the right sort of horse in 
front and the right sort of people 
on the seat. Anyway, this kind of 
illustration has life and action in 
it, and, if well done, is always 
agreeable to the eye. 

Everybody is familiar with the 
pictures of the shapely Stude- 
bakers in the centres of fashion, 
and the sturdy Studebakers in war 
and in peace, at home and abroad. 

The effect of such advertising is 
to create an impression on the pub- 
lic mind which is worth a vast 
amount of money—it makes the 
name of the vehicle synonymous 
with all the virtues which can be 
connected with a vehicle, and it 
would be mighty hard to secure 
this result without the pictures of 
the vehicles themselves. 

Wagons, carriages and automo- 
biles are not like the ordinary me- 
chanical device. They have a cer- 
tain individuality which can be 
shown up in an illustration, and 
whenever possible the picture 
should show details faithfully and 
be so carefully executed that you 
can easily imagine a surface that 
you can see your face in. 

This is possible in large illus- 
trations, and impossible in small 
ones. It is useless, and not even 
interesting, to attempt the impos- 
sible, as is done in the Bailey ad 
reproduced here and designated as 


PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 
CRITICIGOM OF COMMERCIAL ART MATTER SENT TO MWR ETHAIDGE. 







33 UNION SQUARE, N.Y." 


FREE OF CHARGE! 


No. 1. The layout is all right, the 
text stands out clear and plain, but 
the picture spoils the ad. In so 
small a space—originally a quar- 
ter-page magazine ad—it is impos- 
sible to show anything except the 











NO2. 


barest outline, or to do more than 
suggest the style and spirited ac- 
tion which the half-tone would 
probably have shown if used on a 
large scale and printed on good 
paper. 
sacianmamiaiaectaama 

THE COUNTRY NEWSPAPER. 

Tue weekly country newspaper, as an 
institution, is by no means declining. 
If one may judge by the evidence of 
the recent newspaper directories it never 
flourished so much as at present. It 
has a character of its own. Its place 
cannot be filled by any metropolitan 
publication. It is the intimate friend of 
its constituents. It has the atmosphere 
of its locality. Its angle of vision is 
that of its own community, and this it 
truly reflects. Broad questions—State, 
national, international—it presents and 
considers as a part of its work of infor- 
mation; but these are subordinate to its 
own peculiar mission. The uprising in 
the Balkans, the breach in the British 
ministry, the scandals of the postal ser- 
vice at Washington, are dwarfed in ac- 
tual, present importance by the washout 
on the State road or the project for a 
new trolley connection. And these, in- 
deed, are the real living concerns of 
local life. It is the home matters that 
make up existence, and with these the 
country newspaper deals. 

Je do not sufficiently recognize, per- 
haps, how great an influence for the 
preservation of that spirit of local self- 
government which is the foundation of 
our institutions the country press of 
New England has been and is to-day. 
It is unquestionably a power. And it 
holds this power and retains this in- 
fluence because of the sturdy honesty 
of the country editor. The country 
press is the ideal of independence. It 
is as a rule unpurchasable and incor- 
ruptible.—Boston Post. 

i oe 

WHEN an advertiser’s promise counts 

for something, he can count on results 

when he promises something in his ad- 
vertisement.—Jed Scarboro. 
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> DIAMONDS 


! ap 


wu 
ry'|)\ Diamonds on Credit Fas \ 


We are the Largest House { 


in the Diamond business. We are also 








s 


j— 


RE 


\Y SYSTEM means that any person of 


honest intentions, no matter how far 
away they may live, may open a confi- 
dential Charge Account for a Dia- 
mond, Watch or other valuable article of 
jewelry, and pay the samein a series 
of easy monthly payments. 

Write to-day for 
How to Do It. our beautifully il- 
lustrated catalogue, and from it select 
any article that you would like to wear 
or own, or, perhaps, use asa gift to a 
loved one. We will send your selection 
on approval to your home, place of 
business or express office as you prefer. 
Examine itas leisurely and as carefully 
as you wish; then, if it is all that you 
anticipated, and the best value you ever 
saw for the money asked—pay one-fifth 
of the price and keep it. The balance 
you may send us in eight equal monthly 
payments. 


On the Other Hand, ‘70% .4@ 
buy, simply return the article to us at 
ourexpense. Whether you buy or not, 
we pay all expressand other charges— 
you pay nothing, neither do you as- 
gume any risk or obligation whatever. 
We submit our goods on their merits, 
with absolute confidence that their 
, low price and our easy terms 
‘of payment will command your favor. 
e ask but oneopportunity for adding 
your name to the parment list = 
customers with which a Diamond house 
was ever honored. 


one of the oldest —established 1858. We 


Our Guarantee Certificate 
given with every Diamond, is the 

roadest and strongest ever issued by a 
responsible concern. Fu r, we give 
the broad tee of complete satis- 
faction to wer urchaser. Our ex- 
change system is the most liberal ever 
devised, for it permits you to return 
ong Diamond yr of us, and get the 
full amount paid in exchange for other 
woods or a larger Diamond. 


Your Christmas Plans *iinerte 
until you have looked through 


thing cheap and trashy wi 
isd posuenion of # splendid” Dis 
mi ion_of a en ja- 
ment or Watch. You can us make 
appropriate to the circumstances, with- 
any considerable initial outlay. 
There can be no more favorable time 
than the present for buying a Diamond. 
Prices are advancing steadily and a 
profit of 15 or 20 per cent within a year 
e 


seems rs 
in this prediction. 





To the Cash Buyer of Diamonds, °ityeagniy’ characteristie of owe 


house. It is nothing leas than a wri 


for a Diamond, } 


itten agree: 
,.less ten per cent, atany time within one 
wear a fifty dollar Diamond for a whole year, then send it 
making the 


ic of our 
ment to return all that th: 


ear. Thus, one ‘Bight 
back and get 00, 


cost of wearing the Diamond less than ten cents per week. 


Write 
to-day for 
Catalogue 


LOFTIS BROS. @ CoO., 


Diamonds—Watches—Jewelry 


Dept. M-—179, 
92 to 98 State St., 


Chicago, Ill. 


\ 


‘ 


ry.) 
uy 
us| 
“4 








44 





Advertisements under this heading are 3 centsa 


word, su toa val 


, subject pprot its editor. Address 
copy and remittances to 


tor ODDITY Column. 





OHNSTON’S big postal card. A real oddity 
© anda famous businesx oringer. Sample 
free. WM. JOHNSTON, 45 Rose 5t., N. Y. 


OOK-LOVING STENOGRAPHERS can 
have absolutely free one new novel per 
month, ther own selection, by enrolling 
their names with our e. No dues or 
expenses. STENOGRAPHERS’ LITERARY 
B ey, Room 616, 12 Liberty 8t., New 





ARM PHOTOGRAPHS—We have the 


W only o: hot numbers. Cabinets 
8x10’s and fo ve d and ited 
also mit beauties; 35c_bri cab- 
inet. WILBER ART COMPANY, 212 Wal- 
nut, Cincinnati, Ohio. 

















NOTES. _ 


“A Matter of Method” is a brief 
booklet of good argument about good 
printing from the Leeds & Biddle Co., 
1019 Market street, Philadelphia. 


THE booklet of favorable opinions 
from advertisers recently issued by the 
Telegraph, Harrisburg, Pa., is now sup- 
lemented by a second batch of similar 
etters. 


Man wants but little here below, 
But wants that little bad; 
The way to get it, well we know, 
Is just to run an ad. 
—Weekly Times, Elmer, N. J. 


From Farm Poultry, Boston, comes 
a new book of rates with helpful hints 
to the advertisers who use its columns— 
poultry raisers who use classified and 
small display ads to sell eggs and 
chickens. 


For each new subscriber secured at 
one dollar Suggestions, the Chicago 
monthly magazine of suggestive thera- 
peutics, gives a premium of five shares 
of capital stock in the Florence Gold 
Mines, Yuma County, Ariz. 


A_ process of copying cabinet photo- 
taphs on small cards has _ been T- 
ected by the Miniature Photo Co., 
Flushing, N. Y., and mail orders are 
sought by means of a succinct folder 
showing a sample and quoting prices. 


“Comrort and Luxury for a Modern 
Home” is a booklet for consumers in 
which are described all the toilet re- 
quisites made by Colgate & Co., New 
York. Arrangement, illustrations, text 
and printing are in the best style of 
the Matthews-Northrup Works, Buffalo. 


Cotton Chats is a condensed technical 
monthly published in the interests of th~ 
Draper Company, makers of looms and 
weaving machinery, Hopedale, Mass. 
Illustrations “and matter are excellent, 
and the periodical could doubtless be 
elaborated somewhat and issued in a 
handier size. 
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THERE are 60,000 German-Americans 
in Rochester and vicinity, and a small 
folder from the Abendpost of that cit 
tells how they may be reached through 
its daily and semi-weekly issues. 


One ad will not make 
—may not make a sale. eep everlast- 
ingly at it. The race is not always 
to the swift—sometimes to the long. 
winded.—Folder from the Weekly 
Times, Elmer, N. J. 


“A CIGAR served from a store where 
all is spotless and shining has a bouquet 
of its own,” says Tobacco Leaf, New 
York, “and the prime requisite in suc- 
cessful window dressing is to have the 
glass so clean that the passerby cannot 
distinguish it from the atmosphere.” 


our fortune 


“More than $100,000 has been paid to 
farmers at Elmer Station the past two 
months for potatoes” is the argument 
in a circular letter from the Weekly 
Times, Elmer, N. J. These are the 
sort of facts that should interest adver- 
tisers. The Times was one of the first 
papers to enter the Roll of Honor and 
calls attention to the fact that it is 
still the = paper in Southern New 
Jersey to take this method of setting 
its circulation before general advertisers. 


THE men’s clothing campaign of B. 
Kuppenheimer & Co., Chicago, is said 
to reach more than 50,000,000 people 
every month. Besides the well-known 
pave ads in leading magazines the com- 
pany uses large space in leading dailies 
every Sunday. On a certain Sunday in 
September a full page ad appeared in 
leadins papers of Chicago, Philadelphia, 
Cincinnati, St. Paul, St. Louis, Wash- 
ington, New York, Pittsburg, Detroit, 
Baltimore, Louisville, Denver, San Fran- 
cisco, Boston, Buffalo, Cleveland, Mil- 
waukee, Kansas City and New Orleans. 


CustomM-MADE neckwear is reported to 
be the latest New York novelty in the 
haberdashery trade. These cravats are 
high-priced goods, according to the Sun. 
“Men used to be content to buy ties 
we showed them,” said a clerk, “bu 
now nine men out of ten have their own 
ideas as to how they want scarfs made. 
Cne man wants a narrow scarf and the 
other a broad one.. Some would be de- 
lighted to take a scarf if the material 
were only made in a different form. The 
upshot of it is the sale of specially made 
ties, and we are able now to satisfy any 
man, however cranky he may be about 
what he puts around his neck.” 


_ Tue Little Schoolmaster recalls few 
instances in which the possibilities of 
telling a story by means of pictures are 
so clearly demonstrated as in the book- 
let from M. H. Birge & Sons Company, 
Buffalo. Through the medium of clear- 
cut halftones are shown schemes of 
wall decoration that are artistic in the 
real sense of that abused word, while 
enough accessories have been included 
to show the styles of furniture that best 
harmonize with each arrangement. Text 
could add little to the effect produced 
by these forty-odd pictures, and such 
description as has been deemed absolute- 
ly necessary is wisely confined to a pre- 
face. The book bears the imprint of the 
Matthews-Northrup Works. 
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The Largest Paid-in-Advance 
Circulation in the World. 


Among advertisers who know by experience 
the value of various mediums for reaching people 
who buy by mail, it is pretty generally known that 
the Jargest patd-in-advance circulaticn in the world 
is possessed by the papers of 


THE VICKERY & HILL LIST 
THE AMERICAN WOMAN 


AND 


GOOD STORIES 


(Established 29 years.) 











Rates are based upon the actual number of 
papers mailed monthly in single wrappers to 
people who have subscribed and paid for their 
papers. 

Post office receipts prove circulation quantity; 
results prove circulation quality. Advertisers who 
have used these papers for years prove results are 
right by continuing to use them. 

Test these papers for yourself. Send for speci- 
men copies and rates. 





THE VICKERY & HILL PUB. CO., 
AUGUSTA, ME, 
Cc. D. COLMAN, E. H. BROWN, 
Fiat Iron Bidg., New York. Boyce Bidg., Chicago, Il. 
Sworn statement of circulation on file with Geo. P, Rowell & Co. 
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Largest Circulations. 








AN EXAMINATION OF ROWELL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 13 
REVEALS THE FACTS STATED BELOW. 


Nore.—Under this heading PRINTERS’ INK will 
advertise a three-line paragraph relating to the 
appropriate paper, giving it one insertion for 60 
cents—stam e. to accompany the 
order—or will continue it once a week for three 
months (thirteen weeks) for $7.80, from whicn 5 
per cent may be deducted for cash with order. 


INDIANA, 


The Bulletin has a higher circulation rating 
than is accorded to any other paper in Anderson. 


The Commercial has a higher circulation rat- 
ing than is accorded to any other weekly in 
Vincennes. 


NEW JERSEY. 

The Advertiser’s Guide, Newmarket, is one of 
the o: seven advertising publications that has 
credit for 5,000 copies. Sample free. 

NORTH CAROLINA. 
The Daily Observer has a higher circulation 
than is accorded to any other per in 
lotte or daily in the State of North Eafolina. 

The Charlotte News has the “highest actual 
average circulation rating, in figures, in the 1903 
issue of the American Newspaper D: ry of 
any daily in North Carolina.” 

OHIO. 

The Herald has a higher circulation rating 

than is accorded to any other paper in Eaton. 


The Daily Vindicator has a higher circulation 
rating thanis accorded to any other paper in 
Youngstown. 





TENNESSEE. 
The Commercial-Appeal has a higher circu- 
lation rating than is accorded to any other daily 
in Memphis or in the State of Tennessee. 


The Weekly Commercial-Appeal has a higher 
circulation rating than isaccorded to any other 
paper in Memphis or in the State of Tennessee. 

TEXAS. 

In the latest issue of the American Lys a 

Directory the circulations of the two daily 
rs of K bey are rated. No one doubts 
he accuracy of the Herald ratin . but it has re- 
cently been made apparent that the Times rating 
is fraudulent.—PRINTERS’ INK, July 22, 1903. 


The Tribune has a higher circulation rating 
than is accorded to any other paper in Galveston. 


The Weekly Sentinel has a higher circulation 
rating than is accorded to any other paper in 
Nacogdoches. 





WASHINGTON. 

The Sunda and the Weekly Ledger have 
higher poe om pk than are accorded to 
any other papers in Tacoma. 

MANITOBA. 


In Manitoba and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
News Bulletin has a higher circulation rating 
than is accorded to all the other daily ers 
combined, and the Weekly Free Press has a 
hiner circulation than is accorded to any other 
we iy. 


ONTARIO. 


The Daily Free Press has a higher circulation 
rating than is accorded to uny other paper in 


PRINTERS’ INK. 





QUEBEC. 
The ae and Weekly Star has 


a 
higher circulation rating than is to 
any other paper in Montreal. 


NOTES. | 


THE advertising of Dr. G. W. Hilton, 
Lowell, Mass., is being placed by the 
Ben B. Hampton Company. 


Epitortat features for the coming 
year of the Twentieth Century Farmer, 
Omaha, Neb., are outlined in a compre- 
hensive folder illustrated with farm 
scenes. 


T. J. Carey & Co., of New York, have 
issued ““The Pun Book,” edited and ar- 
ranged from the notebook of a learned 
pundit. It contains over 600 puns, 
bound in cloth. 


Tue Riker Drug Store, Sixth avenue 
and Twenty-third street, New York City, 
has taken on a line of magazine adver- 
tising. The business is being handled 
by the Ben B. Hampton Company. 


A LitTLe book on the interesting sub- 
ject of getting business comes from 
Edward é Barroll, advertising writer, 
Farmington, Missouri. _ Brief, crisp _para- 
graphs treat of “‘The Advertising riter 
and the Man Who Pays Him,” “How 
and Why He Gets the Business,” “The 
Newspapers and the Other Things,” and 
similar divisions of the subject. The 
arguments are forceful enough to over- 
come the indispensable capital “I.” 


THE newspaper business is now dis- 
tinctly in the first rank among great 
modern enterprises. In Iowa, for ex- 
ample, the claim is made that the Des 
Moines News is the largest single cus- 
tomer of the Post Office Department in 
the State, even the great railroad corpo- 
rations not excepted. The News paid 
$15,679.25 for postage from October 1, 
1902, to October 1, 1903, and this 
amount does not include letter or circu- 
lar postage, or transportation of papers 
by express or by rail outside mail. 


A DOZEN pretty girl canvassers will 
travel —— outhern California to 
educate people in the use of beet sugar 
instead of cane, which is now the fav- 
orite. The young women will visit each 
house in certain districts, and are in 
the pay of Henry T. Oxnard, the Los 
Angeles Sugar King. Southern Califor- 
nia is the heart of the beet sugar indus- 
try, according to the Kansas City Jour- 
nal, but the people there eat 1,000 of 
cane sugar to each 100 pounds of beet. 
Mr. Oxnard proposes to change this 
state of affairs. 


accorded 


“Tue Bump of Appreciation” is the 
title of a mailing card from James E. 
Shaw, printer, Buffalo. The arguments 
for tasteful printing are not bad, but 
the catchline has been illustrated by a 
crudely drawn human being with an ab- 
oommal “bump” of appreciation, and the 
effect is far from pleasing. In fact, few 
men will find anything in it that does 
not suggest pain and deformity. The 
creation of such monstrosities is a 
common sin of paige ns 2 artists who 
attempt humor, and the Little School- 


master considers it one to be avoided 
before all others. 








PRINTERS’ INK. 


They Work Like 
a Charm. 


We used a trial order of your ink and found it O. K. 
Make this barrel just like it. 
HOUR, Norwalk, Conn. 
Your inks are as good as any I have ever tried and 
by far the best for the price. Your blue ink can’t be 
beaten. R. T. GROVES, Tobinsport, Ind. 
We are using your inks altogether now. 
WOODFORD SUN, Versailles, Ky. 
Your ink was the best we ever used. 
VALLEY SPIRIT, Chambersburg, Pa. 
This is our second order for your ink, as the first was 
very satisfactory. LEADER, Elk Point, S, Dak. 
We have found your stock inks very good and use 
them on all our work. 
FISHER PAPER BOX CO., St. Paul, Minn. 














The schedule freigbt rates, per 100 pounds, to the principal 
points are as follows : 
Philadelphia, Pa., . . 18c | Nashville, Tenn., - . 78c 
Buffalo, N. Y., - « « 33¢ | Memphis, Tenn., . « S8e 
Pittsburg, Pa.,. . . . 39¢ | New Orleans, La., . . 98c 
Cleveland, Ohio, . . . 46c | Mobile, Ala, . . . . 8c 
Cincinnati, Ohio, . + 57¢ | St. Paul, Minn., . . $1 05 
Chicago, Ill, . . . . 65c¢ | Kansas City, Mo., . I 25 
Louisville, Ky., . . . 65c¢ | Denver, Colo, . . 2 20 
St. Louis, Mo., . . . 75c | San Francisco, Cal., . 2 84 
By water route to Savannah,Ga., . . . . . . . 28 cents 
By water route to Galveston, Tex., Teas 
By water and rail to Atlanta, Ga, . . . , . + . 730cents 


In settling freight charges less than a hundred pounds is counted the same 
as a full hundred. Additional pounds above one hundred are charged pro 
rata. A hundred pounds of ink in a keg weigh 116 pounds, so one-sixth should 
be added to the figures named for a hundred pounds. Freight will be prepaid 
by me when a customer sends in the money for the purpose, 











When my goods are not found as 
represented, I offer no arguments, but 
refund the money along with the cost of 
transportation. Send for my new book 
giving valuable hints for relieving troubles 
in the pressroom. 











Address 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 
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Classified advertisements in PRINTERS’ Ix cost ten cents a line—count six words to a line. Con- 
pracee Ing be terminated any time. Address Business Manager PRINTERS’ 





PRINTERS’ INK. 


Other Trade Papers 
brought results; 
None compare 


with Printers’ Ink. 


“One day I thought of Printers’ Ink, 
which I had read several years. Seemed as 
though it ought to reach enough proprietary 
people to make advertising worth while, so I 
asked advertising men of the drug journals what 
they thought of it. They had already secured 
our business, so perhaps they were honest in 
their replies. ‘You might as well throw 10,0co 
dodgers in Broadway,’ said they; ‘you stand as 
good a chance of having one picked up by a 
proprietary manufacturer.’ But we put a small 
ad in the classified columns of PRINTERS’ INK, 
and it brought replies. We followed with small 
display ads. To date our expenditure in your 
paper has been less than $50, and it has brought 
us more than $12,000 worth of business. Last 
month we got an order for $3,730 from the 
largest mail order house in Chicago. Our sales- 
man had passed this firm’s office a dozen times, 
never suspecting that they used tin boxes. The 
first sentence in their letter of inquiry was, ‘We 
saw your ad in Printers’ Ink.’ To another 
PRINTERS’ INK customer we recently shipped 
1,494,695 boxes. Though all the trade papers 
we have used have brought us good results, 
none compares with PRINTERS’ INK.” —.Statement 


. bv Mr. Reiss, Advertising Manager American 
‘stopper Co., 161 Water St., Brooklyn, N. Y., in 


PRINTERS’ INK of October 14, 190}. 


? INK, 10 Spruce St., 





